
At midnight, October 17th, WHB completed the 
switch from network to independent operation 



Vow WHB has 24 full hours a day to transmit the kind ot" radio 
ivhich has already started the big switch in Kansas City listening, 
lu the few months since new management* took over, new studios, 
Drogramming, personalities, ideas have put K.C.'s oldest call letters 
[horn 1922) on the lips of everybody in town. 

^, audience and in rates, WHB is an extraordinari/ buy — right 
(ow. Talk to John Blair, or Station ^Manager George W. xVrmstrong. 

*Operating two otlier famous indepeiult'iits, each first in its own market (Hooper): 
COWn, Omaha — WTTX, New Orleans. 



10,000 watts on 710 kc 



18 OCTOBER 1954 



50* per copy* '8 per year 




KQWH/ amafrO 
R-tfpTjtf&e riled -by 
H-R; I'nc. 



WTIX, New OjrliMns 

Rcpresfinted by 
Adem S. Yaung, JLr. 




DO AGENCIES 
EARN 15!? ON TV? 

page Jlj^ 

Why 666 Cold Tablets 
is spending 60% of 
budg.et .OH' =spot radio 

pigb 32 



What's spot radio 
—what's network? 
le line jiarrows 

page M 



BRDtKtNG TV'S 
BRASSIERE TAB 




1 ^ page 36 
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Dti&s four sItow reach 
people— or customers? 

page 38 
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Sunday Spec 
lost ground 



Tv circulation 
tests starting 



Film 'rough' subs 
for storyboard 



iai Blades back 
in spot radio 



Latest NBC TV Sunday night spectacular, "Sunday in Town," averaged 
one rating point below "Satins and Spurs." It had 16.5 compared with 
S&S' 17.5 in Trendex 10-city report. But meanwhile CBS TV opposing 
shows went from average 27.4 against S&S to 34.0 against latest spec- 
tacular. "Sunday in Town" had 18.4, 18.7, 12.5 for 3 half hours from 
7:30 through 9:00. Comparable CBS TV ratings were: 20.2, 34.4, 
47.5. CBS TV show in 7:30-8:00 slot is "Private Secretary"; other 
2 CBS TV half hours are Ed Sullivan. 

-SR- 

NARTB's method for studying tv circulation is still being kept "se- 
cret" because of fear "some research firm will take our method and 
beat us to it*" Field work on study of NARTB method itself is just 
getting started. Specially designed meters in homes will be used to 
check against NARTB 's method, presumably non-meter. Alfred Politz is 
doing methodology study with report hoped for by December. First 
national circulation study may be out by end of 1955. 

-SR- 

Doherty, Clifford, Steers & Shenfield is experimenting with novel 
approach in which low-cost 16 mm. r ough version of commercial substi- 
tutes for storyboard. Many agencymen agree storyboards fail to give 
client clear idea of how commercial will look on film. DCS&S story- 
board-on-f ilm costs $250, employs 16 mm. sound-on-f ilm commonly 
used for home movies. This is little more than cost of average 
storyboard. First test was for Playtex hair cutter which plans spot 
tv campaign. One of advantages of method is client, agency can check 
talent in action. Final version of commercial will cost $3-3,500. 

-SR- 

American Safety Razor Co. is scheduled to return to spot radio with 
major 100-station announcement campaign for Pal Blades in mid- 
October. Firm sponsored "The Rod and Gun Club" over some 150 MBS 
stations until 3 years ago. Since then bulk of budget had gone into 
magazines, newspapers. 



Talent costs of crime dramas on network tv average $19,936 weekly 



Where do the shoot-and-shatter type dramas stand in networit tv? How 
many are sponsored and what do they cost? A current count shows that 
there are I I such shows on a sponsored basis peppering the nighttime 
video lineups each week: NBC TV exhibits 5, CBS TV 3, ABC TV 2, Du 
Mont I. They range in cost from $9,800 for Du Mont's "Rocky King, 
Detective" to a high of $28,000 for "Dragnet" (NBC TV) and "The 
Vise" (ABC TV); average cost, $19,936. 

Sample listing of a few mystery-detection dramas with typical talent 
costs appears at right. A complete roster of all shows on the four tv 
nets along with costs, sponsor, agency, other data, appears in the Tv 
Comparagraph on page 77. 



Treasury Men ............. $16,000 

Danger 14,000 

The Hunter 24,000 

Big Town ... .. 18,000 

The Lineup 27,000 

Justice 17,500 
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Multi-agency 
shows 
studied 



Ratings muddle 
makes Collier's 



Double entendre 
records problem 



Lentheric gets 
quick results 



First Western 
local color show 



ANA scheduled to issue report in November on how clients with multi- 
ple agencies divide compensation when several agencies are involved 
in one tv show. Perhaps dozen methods may be described on basis of 
membership poll. 

-SR- 

Lead article in current Collier's raps tv advertisers for misuse of 
ratings. It's called "Who knows who's on top?", gets cover plus 5 
pages. Most of industry's long-standing criticisms of rating serv- 
ices and over-reliance on ratings are covered plus some new twists^ 
Article says some in industry are afraid to criticize ratings les^ 
their own show rating be rigged by rating services in vengeance, 
ARF committee on ratings headed by Biow's E. L. Deckinger provides 
hope for improvement of ratings, says Collier's. ARF committee re- 
port will show Nielsen comes closest to fulfilling 10 criteria of 
ideal rating service, says article. 

-SR- 

WDIA, Memphis, in move prompted by "increasing tempo of trend toward 
suggestiveness and double meaning" in records, particularly blues, 
has tightened policies. (1) Records get careful screening by station 
personnel, including manager Bert Ferguson who acts as final judge 
when record is questioned. (2) Records deemed suggestive will be 
reported to BMI , ASCAP, newspapers, record retail outlets, tradepress 
and offending record companies. (3) If requested, records will be 
labeled unfit on air to explain why WDIA can't fulfill request. 

-SR- 

Fact that television can bring sponsors immediate results on network 
level forcibly demonstrated to Lentheric, Inc., perfume firm, fol- 
lowing its first tv show (Chance of a Lifetime, Du Mont, Friday, 
10:00-10:30 p.m.). By Saturday noon following first program, re- 
tailers in most of 27 markets covered were sold out. Retailers, in 
reordering, said customers asked for "perfume advertised on Dennis 
James show last night." Lentheric ad manager, William G. Ohme, said 
snow "left us unable to cope with the immediate response." Aim of 
tv commercials was "hard sell," he said, noting that this was radical 
change from most perfume advertising which is based on prestige* 

-SR- 

KNXT, Los Angeles, is hailing sale of its "^Colorama" to Dawne Indus- 
tries as first local color sponsorship on record in West. Client 
makes Tint 'n Set. "Colorama" ran 10 October; business was placed 
via Buchanan and Co. 
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Netv national spot rarlto and tv business 



SPONSOR 



PRODUCT 



General Mills, 
apolis, Minn 

General Mills, 
apolis, Minn 



Minnc- j Betty Crocker Cake 



Minne- 



Monticello Drug Co, 
Monticcllo, Fla 



Mixes 
Betty Crocker Cake 
Mixes 

666 Cold Remedy 



Pepto-Bismol 



Norwich Pharmacol Co, 

Norwich, Conn 
Taylor Reed Corp, ' Q-T frosting 

Clenbrook, Conn 



AGENCY 



STATIONS-MARKET 



CAMPAIGN, start, duration 



American Safety Raror Pal Blades 
Co, NY 



BBDO, NY 100 radio mkts throughout 

i country 

' BBDO, NY 30 radio mkts in West Central { 

region 

I BBDO, NY LA; Phoenix; Portland, Ore; San j 

Diego; San Francisco; Spokane; 
I ' Tacoma-Seattle i 

Charles W. Hoyt, NY 95 radio stns in South, South- " 
west, plus major metropolitan 
1 centers 

! Benton & Bowles, NY 12 additional mkts throughout 
country 

; Charles W. Hoyt, NY 40 mkts 



Radio: 10 early-morn, nightti min anncts 

a wk; mid-Oct; 6 wks 
Radio: 3 dayti, nightti chn-brks a wk; 

25 Oct; 3-6 wks, with ^-wk hiatus 
Tv: 5 nightti chn-brks. 7 dayti min 

anncts a wk; 1 No»: 30 wks 

Radio: 5-15 early morn min anncts; mild- 
Oct; 26 wks 

Radio: 10 dayti min, stn-brks a wk; \% 

Oct; 11 wks 
Tv: dayti min anncts; 17 Oct; 4-6 wks 
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SPONSOR 



advertisers use 




ARTICLES 



l*o aifi'in'ifs <*«fii on iieiivorh iv shows? 

Increased emphasis on shows packaged by networks at spectacular costs under- 
lines question of whether agencies are earning heavy network tv commissions. 
SPONSOR presents pro and eon opinions 

Cold Tuhli'is iip.v tise oi' radio 

Regional cold tablet manufacturer is spending bO'/r of budget on spot radio. 
It mixes high-power stations with special group-appeal outlets 

Spot and nclicorh radio: titv line nttrrtucs 

Six years ago the dividing line between spot and network radio was clearly 
defined. Today, the trend is towards greater similarity between the two in 
operations, sales practices and general programing concepts 



ISi'assierc's on the air 

For years brassiere firms shied away from using network radio and tv because 
of question of good taste in commercials. Now Exquisite Form displays bras 
on live models in film commercials it uses on network tv 



IPoes iionr show reach fH'ttplv — or cttsionters? 

New Ohio State University study shows how program preferences and listening 
habits vary according to ago, sex, education, income. Moral is client should 
look for right audience, not just volume of listeners 



"lAie" vs. tv: a clettn-eni mvtlia lest 

Rare opportunity to pit one medium against another came when Client X in- 
troduced new product. He spent equal sums for a color spread in "Life" and 
a single tv show. Results show which medium was more effective and why 



Tv IHeiionttrif /Uaudbooli tor Spttusors: Part VI 

What's the difference between "on the beach" and "on the log"? Reading this 
installment of the tv dictionary will help Increase your tv industry vocabulary 

Car radio repairman yets 'eni at point-of-nse 

Detroit auto accessory store chalks up 39/^' sales increase by hitting motorists 
with car radio repair messages while they're at the wheel 




Farm Sltulia antl Tv: S 

SPONSOR'S annual round up of data on farm radio and tv will include a 
look at the farm market; whaS results advertisers have had with farm air; what 
advertisers say about farm radio-tv ; 



II SHREVEPORT! 




OK AT KWKH'S HOOPERS! 



JAN.-FEB., 1954 — SHARE OF AUDIENCE 



KWKH's big 50,000-watt voice ob- 
viously soars far, far beyond Metro- 
politan Shreveport. But look at our 
tremendous honie-totou popularity, too, 
as proved by Hooper! 



TIME 


KWKH 


STATION 8 


STATION C 


STATION D 


STATION E 


mn. thru FRI. 
8;00 A.M. - 12;00 Noon 


38.1 


19.5 


6.2 


16.0 


19.5 


MON. thru FRI. 
12;00 Noon - 6:00 P.M. 


44.3 


21.2 


9.2 


6.1 


19.4 


SUN. thru SAT. EVE. 
6:00 P.M. - 10:30 P.M. 


54.6 




11.2 


8.5 


24.0 



OK AT KWKH'S SAMS AREA! 



KWKH delivers 22.3% more daytime homes than the four other 
Shreveport stations, cowbhied! Cost-per-thousand-homes, how- 
ever, is 46.4% less than the second Shreveport station! 
Let your Branham man give you all the facts. 



IWKH 

^ Shreveport Times Station 
i TEXAS 



1REVEPORT. LOUISIANA 



50,000 Watts • CBS Radio 



The Branham Ca. 
Representatives 



Henry Clay 
General Manager 



Fred Watklns 
Cammercial Manager 




i ARKANSAS 



i 




TELEPHONE and 
INTERVIEW SURVEYS 
GIVE SAME ANSWER 



KBIG 




Two Radio Listener Surveys regularly 
measure Los Angeles and San Diego. 
Only FOUR stations register audiences 
in BOTH markets. KBIG is the only 
independent. 

Whether you use the telephone or per- 
sonal interview survey method, you'll 
find that average ratings divided by 
rates prove KBIG is your best cost per 
thousand buy. 

Any KBIG account executive or Robert 
Meeker man will be glad to give you 
complete new market and survey data. 




JOHN POOLE BROADCASTING CO. 

6540 Sunjct Blvd., Hollywood 28, Colifornia 
Telephone: Hollywood 3-3205 

Not. Rep. Robert Meel(er & Assoc. Inc 
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.ffiirit'l ftii?li.v, Foote, Cone & Belding, Los 
Angeles, says that selection of media is dictated 
by the product and its potential consumers. "These 
also determine the time of day to buy," adds she. 
"For Rheingold Beer, jor example, we use radio an. 
nouncemcnts during the hcaty traffic hours when 
they can reach men driving to and from work, as 
well as the women at home." On tv, Rheingold 
sponsors Uouplas F'airLanks Presents over KSBll 
in Los Angeles, KFMB-Tl' in San Diego and 
KVJ-TV in Fresno. "From radio we get frequency^ 



Keith Shaffer, Erwin, Ifasey, i\ew York, has 
already made use of the new MBS-K'ard study of 
radio listening habits. "We have been using 
heavy weekend radio for some of cHerUs, that is 
some 22 jive-minute newscasts per weekend," Keith 
told spON-oit. "From MBS we got figures about 
weekend listening that made our case for out-ofs 
doors stronger. It also showed us a surprising 
fact: Early Saturday and Sunday mornings, around 
9:00 and 10:00 a.m., are very good for radio." 
(See MBS-Ward study, sponsor, 4 Oct. '54.) 



I'tfiiiJ Ki:c'iifJt»rj/c'r, .Y. /T'. Ayer, Sew York, 
hopes that tv stations may some day soon friie 
the same sort of rate protection that radio stations 
give. "Fm talking about a year, rather than six 
or even three months," he told sponsor. "A bu^er 
sets up a campaign on the basis of estimates made 
from current rates. Then, suddenly, some stations- 
up their rates, forcing the buyer either to cut 
back on frequency or on coverage or on the length 
of the campaign to stay within the budget. Such 
cuts might defeat entire purpose of campaign." 



itttb Iton-ell. BBDO, Xew York, comments 6n 
the stepped-up tempo of time buying. "Each fall 
there seems to be more business for the individual 
limebuyer to take care of," he told sponsor. 
"And with all the extra business, it becomes 
increasingly hard for him to follow special detail 
work through to the end. If he's to use his 
judgment and evaluate stations and markets and 
time periods, be needs an assistant to free him 
oj detail work." Ideally, such an assistant has 
kfiouledgc of the industry, knows stations. 
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mpartial survey proves 





is the 

top radio personality 

in the 

GREENSBORO broadcasting area 



Contact Hollingbery, our national 
representative , . . get the facts from 
"The Pulse of Greensboro" report. You will 
learn that day by day Bob Poole attracts 
more listeners than any other local 
personality every quarter hour he broadcasts 
for WBIG. His high rating is maintained 
even when he competes with two nationally 
famous network shows in late afternoon. 



In 28& Year of Broadcasting 



CBS AFFILIATE | 5000 WATTS 



l« OCTOBER 1954 
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Wenatchee 

WASHINGTON 

The Apple Capital of the World" 

KPQ's N.C.S. AREA 
--xH GIVES YOU 



Washrngton leads the na.on 

dollar volume exceea 
the California Orange. 

^--y. 560. delivers BIC- 
cno '^"^'^ coverage 
500,000 new acres in k', ' ' 



3 



5000 watts . . . th^ 
powerful station between 
Seattle and Spokane • • 
the center of Washington. 
ABC-NBC 




5000 WATTS 
560 K. C. 
WEN ATCH EE 
WASHINGTON 



Reg. Rcp.-MOORE & LUND, Seattle, Wash. 
Nat'l. Rcp.-FORJOE & COMPANY, Inc. 




by Hob Foreman 

One of Uic proljleiii^ of a new iii(lii>tiy^l refer to telp- 
sion — is that it >o often manage* to ac<jiiire the most un 
tiacli\e traits of adolescence. Like two youiig?ter> htuc 
arguing how rich their father* are, teIevi^ion network^, p( 
diicers and even the usually sedate adverti>iiig ageneie* k(?< 
hoa>ting about how much money they are ^pending in tv. 

In a(hlition to heing boorish, thi^ is an imsound psxclic 
ogy because, among the people listening, are those who pa 
the bills for the>e efforts, folks who cannot help but be qui 
zical of tv costs. 

Give the advertiser continual evidence that the peopl 
"taking care" of their money are wastrels, lunatics and noi 
veau rich of the worst ^olt and a trend might develop towaft 
the comparative safety and assured economy of such niedi 
as match covers, table tents and newspapers. 

Radio, which was rapidly heading in the same chujlid 
direction until television pre-emj)ted its opportunity ha'=. 
necessity, learned that economy is a virtue and that tlie dol- 
lar stretched means sounder programing as well as better 
advei lising. Hence radio people are now working diligently, 
intelligently and resultfully to lower an advertiser's cost-per- 
1,000. to build his audience turnover and fretjueiicy and 
make the medium feasible at budgets which would ha\e been 
sneered at only a few years back. 

Not so with television. Two advei tisers recently poured a 
king's ransom into a thing called an extravagana which aeK-^ 
thelicallv in addition to audience-wise turned out to be more 
extravagant than extravaganza. Hut why rub salt in the 
wound? The network which mailed out the bill for tJiis hour 
and a half tribute to Mammon took time at the end (for which 
tJie advertiser presumably was also paying) to tell those 

(Please turn to j)a^e 6S\ 



Tv toduii is ill a UoUar tterbtj 

1. Bob Foreman feels that tv netuorks, producers and adver- 
tising agencies have become chiMish in their boasts concerning 
dollars spent. Everyone talks big numbers. 

2. fie would like to see this attitude change to a mature 
business-like policy based on a sounder economy and better 
shous. Economy should be thing to boast about. 

Radio, of necessity, has learned this lesson and is enjoy- 
ing sounder programing as icell as belter advertising by lower- 
ing cost-per-\. 000. providing lou-budget buys. 
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ROBERT CUMMINGS//; 




/ 



Here's the rib-tickling fctmily show that has entertained 

big* BIG network audiences (National rating of 29*9!) 
with a sales-success record on everything from 
Automobiles to Beer to Cigarettes. Best of all, "My Hero'' 

keeps drawing the crowds even when it 
Comes back for bow after bowl. 




/n 




a 7 station marhet—'My Hero" gets a 18.3 RRB rat'm' 
to put it in the Top Ten of syndicated TV film show 



Just a few of the sales-alert, bud- 
get-conscious sponsors Wno have 
made "My Hero" their hero* 

Atlos Furniture Co DETROIT 

Chevrolet Deoler SEATTLE 

Ouquesne Beer WHEELING, ERIE 

Ever Reody Battery Co LOS ANGELES 

Choie & Sanborn LOS ANGELES 

Winn Oil LOS ANGELES 

Furr's Supermarkets EL PASO 

Holmes Tire Co MADISON 

LAS VEGAS 

DAYTON 

AMARILLO 

ROCHESTER 

CANADA 

LUBBOCK 

PINE BLUFF 




YOU CAN STILL BUY ''MY HERO'' IN MANY MARKETS 

. . .^om ei^en /Irsr/- tun ! 

39 wefeks of half hour top-rated situatTon com.edies with full fanrtlly appeal. 
miTEl WIRE! mONE! tor full details and merchandising plan forsponsM 



James Cashman 

Miami Valley Dairy 

Piggly Wiggly Food 

Russer Meat Products 

Sweet Caporal 

Supermarkets, Inc. 

Taylor Insurance 




Premier Foods NEW YORK CITY 

Whelan Drug Store* NEW YORK CITY 

RCA Victor TV Co KEARNEY 

Skelly Oil Co MONROE, LA. 

York Air Conditioning .HUTCHINSON, KAN. 



2S west 45th ST., MEW YORK 36, U.Y. • PL 7-01' 

AManfa • Baltimiorj^ ^ Beverly Hills • f oston • Chicago* * Dallas - .'Detroil • Sf. U 

AMERICA'S LEADING DISTRIiUTOR OF QUALITY fV FlL^ 
COlONfl MARCH Of SCOTLAND YARD • MY HERQ - TERRY AND THE PIRA 
TOWN AND COUNTRY TIME « "SECRET FLU U.S.A. « JHE SJAR AND THE SIC 
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By Joe Csida 

M' 

I Now that a substantial number of the new shows, live and 
'ilni, have made their bows, it is possible to make a few 
)bservations re the direction in which video programing 
l954-'55 seems to be heading. 

There is no intention, here, to lean arbitrarily toward film 
iS. live, but on the basis of the first episodes of a number 
\i hnportant new shows in each of these two categories, it 
loes seem bo me that one remark is generally warranted. 
The new filni shows seem to accomplish what they set out to 
do with somewhat more coherence than their live counter- 
parts. Thus the new June Havoc show, Willy, the Peter 
Lawford starrer Dear Phoebe, the Mickey Rooney NBC 
pageboy filnier, the Ziv Corliss Archer and other new cellu- 
loid entries give strong indications of aiming with steady 
hand at a given target, and hitting same. 

I This, in my opinion, cannot be said for most of the new 
aud important live entries. Certainly the spectaculars have 
fallen a bit short of their marks, though this may easily be 
due to too-strong advance ballyhoo. More to the point, in 
my book, is the uncertain direction of two new live airers 
from which much was expected, the stanzas starring Sid 
Caesar and his erstwhile co-star Iniogene Coca. Neither of 
these two premieres seemed to be able to decide exactly what 
their format should be. And the same comment goes for a 
number of the other more important live entries. 

I don't really know \vhy this should be. except perhaps, 
th^t the very nature of planning a show on film, as opposed 
to doing it live, makes it possible to chart and hold to a 
course with more consistency. This is not to say that I be- 
lieve the aforementioned filmed shows are perfect, nor that 
the Caesar, Coca and other live shows won't improve from 
week tt) week, and possibly rapidly at that. 

Otherwise, I am impressed with two other programing 
developments which seem to me significant. I have already 
listed four new film entries, all of which fall into a single 
show-type category: situation-Comedy. It has always been a 
truism of show ])usiness, notably in the motion picture and 
radio branches, that when a successful show of one type is 
developed, a horde of entepreneurs hustle to develop similar 
shows. 

Following the fabulous success of Lucy and Dragnet, tv 
film programing, I believe, is heading with great haste to- 

{Please turn to page 70) 



FACTS 
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is 



WTHI-TV Channel 10 
is the ONLY station 
with complete coverage 
of the Greater 



Wabash Valley 



jk 227,000 Homes 

^ (147,000 TV homes) 

^ $714,500,000 Retail 
▼ Sales in year '53-'54 

♦ One of the Mid-west's 
most prosperous indus- 
trial and agricultural 
markets 

^ Blanketed ONLY by 
WTHI-TV's 316,000 
watt signal 




118,000 

UNDUPLICATED 
TV HOMES! 




WTHI-TY 

CHANNEL 10 

TERRE HAUTE,IND. 




316,000 Wattf 

Represented nationally 
by: 

The Boiling Co. 
« Send f or Piroof ' 
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fioyn! B$peehlly Pto^mmd fotfif] 

READY FOR YOUR LOCAL MARKET... the star-studded audience 
participation show that takes cities by storm... jets product sales! 



/ i 



TIME FOR 




I 



I TUNE-O hss 

6te$t Enfetfrnmnt! 

A continuous procession of big-name 
stars of stage, screen and records ! ^ 
Outstanding personalities ... all starring in ^ 
special TV arrangements of popular songs. • 



TXJNE-O hss 




TUNE-O fias .'■ 

Audience Pstticipstion! 

and prizes galore ! Every viewer— at home or in the 
studio— can participate in the show and qualify for a prize. 
Imagine all the excitement created by viewers regularly 

winning nationally advertised washers, refrigerators 
and other big prizes ! It's the show that can take over a town 1 



A tettifie Mefchnikl^ 
P^chiel 

FREE TUNE-0 Cards for contestants are distributed 
through dealers of sponsors ! Every person 
who plays "TUNE-0" sees the advertiser's message 
on the "TUNE-0" card. The cards come with 
the complete merchandising package . , . everything 
you need to create brand awareness and store trsc 
Arrangements have even been made for your 
purchase of prizes at a small fraction of their 
, nationally advertised price. 

• "TUNE-0" is the merchandising 

• buy of any TV buyer's life! 






^9 "TIME FOR TUNE-O" 

One of radio's most successful shows 
on over 500 stations— now especially 
programmed for TV and ready to be 
custom fitted to your own local re* 
quirements . . . V2 hour or full hour— 
from once to 5 times a week! 




Emybody 
lorn Tme-O, 
the Mfi$ic$l Bk^o ^me! 

Created by: Richard H. Ullman, Inc. Executive Praducer: Elliot Alexander 



For full information 



mm wiRB! pmm! 



iMOrFICIJII. FILM$,iNc. 

^^^^ 25 WEST 45th ST., NEW YORK 36, N.Y. • PL 7-0100 

Afldnta * Baltimore • Beverly H'llh - iostoil • Chicago • Pallas • Detroit • S|. Louis 



AMERICA'S LEADING DISTRIBUTOR OF QUALITY TV FILMS 

COLONEL MARCH OF SCOTLAND YARD • MY HERO 4l TERRY AND THE PIRATES 
TOWN AND COUNTRY TSME • SECRET FILE U.S.A. * THE STAR AND THE^JORY 



In the 

.OA 



/I 



Dakota 



area 



1 



KXJB-TV 

CARRIES 
All THl 

Bie 

ONES 



Godfrey and his Friends 

Toast of the Town 

I Love Lucy 

Studio One 

Edward R. Murrow 

Jack Benny 

Topper 

Beat the Clock 
W'G Got A Secret 
Herb Slirincr 
Strike It Rich 
December Bride 
Douglas Kdwards 
Halls of Ivy 
Playhouse of Stars 
Private Secretary 
Lineup 
Ford Theatre 
Rocky King 
And Many Others 

Livt /'nferconnecftd Sepf. 26lh. 

KXJB-TV 

CBS Primory— DUMONT 



VALLEY CITY 
FARGO 




NO.DAK.BDCST.COJNC. 
60x626 Forgo, N Dok. 

Phone Forgo 4461 
KSJB -600 KC, Jomesiown 
KCJB-910 KC, MInol 
KCJB-TV-Ch. 1 3, MInol 
REPS: WEED TELEVISION 




.sio.vsoR iHvitts hllirs to the editor. 
Address JO E. 4!i St., Scic Yorlc 17. 



RADIO COPY 

III \our ^>e])l('iiihcr 20 < (rnioii \ou 
a^k. "Is radiit *'o\i) li>(la\ .s a":eiic\ 
-Icpcliild?" I page 31 |. 1 lie aiisvser \> 

es, ' l)ccaii>e the a{ieiie\ person \n1io 
writes telex isioii eo])\ as well as radio 
(•0])\ discovers thai television is more 
•ilaniorous. However. I think that writ- 
ing for television improves tiie writ- 
ing of radicj commercials. 

I have been writing radio coj)v for 
2rt vcars — mostly loeall) or regionally. 
In the beginning it was just as excit- 
ing and glamorous as writing for tele- 
V isioii is today. As the years wore 
on, the jol) lost its glamor and. as it 
became easier, verv little thought wa* 
put into it. 

Then came television with all its 
glamor and excitement. It was a new 
(hallenge. The writing of radio com- 
mercials took a back seat. Ifovvever. 
most clients use both television and 
radio media. After I have written mv 
television commercials and had them 
approved. 1 convert them into radio 
commercials. The thought I put into 
writing the television spots goes into 
my writing the radio spots. Moreover, 
my television spots are written around 
something visual; that is. the audience 
sees the product 1 am talking about. 
W hen I convert these spoti to radio, 
1 have to think of strong enough words 
to make this same product "visual" to 
the ear. Therefore. 1 feel that mv ra- 
dio commercials are just as good if 
not better than thev were when I was 
writing them 20 \ears ago. 

Grant Mkrkill 
Hadio-Tv Production 
Pacific Ao//. Advertising 
Seattle 



• s|>(l\'»OI( a!!rf<« uilli Mr. Mf-rrill. .V « Oie 20 

St'itifnilM-r arlif'li* piiinU'fl uul. ". . . till' flualily 

tif auf'llrv rafli<i c(>p> l'^" clfrlillril in rrcfnl 

>furSf thai it lia>. f>ii llii' rfiiilrnr>. iiiipru\ (.'<! in 
111:111^ ^a>s.** 



READERS' SERVICE 

Thank v ou verv mu( h for vour vorv 
prompt response to mv re(]uest for in- 
formation on l)rng<'a-ting. This i? just 
another sam))le of the verv fine service 



oflered b\ \our most excellent piji. 
tation, 

Fur your information. 1 read spl. 
'^OU from cover to ciiver and see iLi 
our stall does likewise and as )ou kiL 
have sul)s<ribed on behalf of all \t 
local advertising agencies in this > 
ket as a proinotioiial adivitv fur 
station, 

FuEi) & DoitOTHY H\B 
KSO}\, San Diego 

• Sl'((NSOrt'. Itrail.r.' S.Tllrr r>r|>arlmrill: 
elail K. Iirlp >ul>-<'rlhrr> »<illi fnrariii ilion 
loiiifi. ru>rrr<l In >P<»N^<(R, 



5 U.S. AGENCIES 

1 like the article on Bozell i JaA 
very much [20 September 19.S4. - a 
.37] and it ha- been vvell re< eived 
one and all around the ofTice. \> 
old rejjorter iiivself. 1 know what dii 
culties Keith 1 rantow was up a^aii, 
(hiring the rushing day he -jkmU m, 
us. 

1 am only too sorry that it could nj 
have been more orderly and. ]»erhap? 
more satisfving. Hut mavbe it wa- bt- 
as it was the usual hectic rush of a j 
tivity that characterize- thi> ])Ia<eI 

F. C. MiLLEK 

Exec. / .r.. & Gen. M^,< 

llozell & Jacobs 

Omaha 



SUBSCRIPTION RENEWAL 

The howling of our salcMrieii \*h< 
have found no si'ONsoR in the nffxci 
for the past few weeks has called I' 
our attention the lamentable fact that 
vour invoice wai misfded and there- 
fore has not been paid. C(m>equentK 
you have not been sending co|)ies to us. 

Enclosed is a che< k for SI 2., We 
mis? si'o.NSOK -o would you plea-e re* 
sume service immediately and get the 
salesmen oflf mv neck. 

.Ann Rki tkr 

n CA \. MUxcaxde^ 



TV DICTIONARY HANDBOOK 

Your Tv Dictionarv Handbook for 
Sponsors is exrellont. Will v ou plesfee 
reserve a copy for me? 

AUTUt'K H. D.VVlEs 
Ketchtim. MacLeod 6i Groit 
Pittsburgh 



Will you ])lease reserve a copy of 
the Tv Dictionarv 'Handbook for me 



SPONSOR 



Newspaper listing of TV schedules is a 




Sqnta Rosq 
Press-Democrat 



IAN FRANCISCO 
KPIX 






Every metropolitan daily 
newspaper within this vital 



Northern California area car- 



ries the program schedules 
of KPIX, for the now over 



1,000,000 
TV HOMES 



served best from San Fran 



cisco and best of all from 



Channel 5. 



SAN FRANCISCO, CALIFORNIA 



Stockton 
Record 




WESTINGHOUSE BROADCASTING COMPANY, INC wbz-wbza . wbz-tv. b»./<,« 



Affiliated ti lth CBS Television Network 
Represented by the Katz Agency 






KYW • WPTZ. Philadelphia 
KDKA, Pittsburgh 
ViOm.Fort Wayne 
KEX, Portland 

Rep resen ted by Free & Peters, Inc. 
KPIX,5^»» Francisco 
Represented by The Katz Agency 
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NO OTHER TOWER 



WITHIN 50 




I 




WDAY-TV is the only TV station 
in FARGO . . . 

the only TV station 

in the RED RIVER VALLEY! 



Irni)ort;iiit ;is tliey are, there's a lol more to the W DAY-T\ 
st()r\ than tliose two "excliish es", ahove. 

\\'DAY-TV wins the hig Ked Ili\er V;illey aiKlieiirp 
with -^T si>arkHiig local i)ro<rraiiis ... 60 of the be.^t sIio%s» 
from NliC. CBS ami ABC . . intense audience lovallv 
. . . engineering, promotion anil programming "know- 
how" that's worth almost ever\ thing else conihined! 



INTERCONNECTED FOR LIVE NETWORK PROGRAMS 
ON OCTOBER 1, 1954 
• 

NEAREST TV STATIONS TO FARGO: 
Minneapolis - St. Paul . . More than 200 miles 

Bismarck, N. D More than 1 8S miles 

Valley City, N. D* . . . . . More than SO miles 



TV set saturation in the Ke<l l\j\er Valley is do\ui- 
right spectacular. In Fargo it s ()3.3^c. 20 miles ont il".- 
52%. an.l fifty miles out it's 2,'i':?-. 

Ask Free & I'eters for all the facts! 

WDAY-TV 

FARGO, N. D. • CHANNEL 6 

Affiliated with NBC • CBS • ABC 

FREE & PETERS. INC.. 
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SPONSOR 



Ireii il is reprinted in book form, 
his should be a ^aluable addition to 
ur tv reference book collection, and 
oin the parts printed to date in SPON- 
JR a very accurate and complete com- 
il^tion. 

Charles J. Zeller 
V.P., Dir. Tv-Radio 
Guenther-Bradford 
Chicago 



CHWERIN TECHNIQUE 

Your article on our technique for 
neasuring commercial effectiveness 
vas remarkably comprehensive as well 
1- being a model of clarity [Does 
our commercial make them want to 
)uy?" 4 October 1954, page 34]. We 
lave received a number of favorable 
eactions to it. for which 1 would like 
0 thank you. 

1 believe that interest in the kind of 
■-esearch that depends upon observa- 
ion of action under conditions that 
Leinove the influence of outside varia- 
bles will continue to increase. There 
is every reason to feel, certainly, that 
?uch research will expand into other 
fields besides radio and television. On 
Ithat account, the SPONSOR story is per- 
haps the first one fully to describe and 
define a major trend in qualitative re- 
search. 

Leonard Kudisch 
Executive Vice President 
Schnerin Research Corp. 
A'ejw York 



FARM SECTION 

\^'e are working on several presenta- 
tions for our farm programing and I 
recalled that somewhere in SPONSOR in 
the last few months I had seen some- 
thing to do with this very important 
part of radio's audience service. I 
wondered if you could give us any in- 
formation and if you have any re- 
prints, we'd like to order them from 
you. 

D. C. Trowell 
Sales Manager 
CFPL 

London, Canada 

% SPO.NSOR's 1953 farm .sertion appeared in 
the 19 Oetober 1953 issue. The 1954 seetion 
on farm programing will be eontained in the 1 
November 1954 i>isue. 



HILLBILLY PROGRAMING 

Your recent articles dealing with 
■'specialized radio" have been most in- 
formative — the section devoted to Ne- 
gro programing [20 September 1954, 
page 47] was presented with an astute- 



ness and perspicacit) t) pical of your 
fine publication. 

If I, as a long-time devoted reader 
of \ours. might make a suggestion, I 
would like to suggest that you prepare 
some articles on the impact of hill- 
billy and country nmsic in the field of 
specialized radio. 

The fact that hillbilly sheet music 
and record sales topped $700,000,000 
list year in itself makes the counti-y 
music broadcasting especially note- 
worthy. According to polls conducted 
recentl) into the matter, we discovered 
that over 2,000 d.j.'s throughout the 
country program only hillbilly. Ue- 
eent Armed Services polls indicate that 
67 out of ever) 100 men and women 
in uniform prefer hillbilly music to an} 
other kind. 

WARL in Washington, D. C, lays 
claim to the second largest hillbilly 
market — dollar-wise — in the country. 
Our sister station, WCIMS in Norfolk, 
V'a.. who. like us, programs 90fo hill- 
billy — is in the black after only three 
months of operation ! 

Yes, 1 think we all stand to profit if 
SPONSOR will run some feature stories 
on the effect of hillbilly, Western, coun- 
try, folk music on specialized radio. 
George Crump 
Gen. Comml. Mgr. 
WARL, Washington, D. C. 



NEGRO SECTION 

We would like to order six reprints 
of your very interesting 1954 Negro 
Radio section, published in the Sep- 
tember 20 issue [page 47]. 

John L. Rahmlovv 
Andrews Agency 
Milwaukee 



Please send 200 reprints of the 1954 
Negro Radio section. . . . 

Beatrice Sullivan 
National Negro Network 
Chicago 

• SPONSOR'* 1954 Negro Radio seelion is 
available in reprint form. Single eopies are 40e 
each; quantity priees on reciuest. 



BASICS SECTIONS 

This fall I am teaching a course in 
radio-television at the University of 
Miami. Use of your Radio Basics and 
Tv Basics reprints would be most valu- 
able in this class and 1 wonder whether 
you could provide me with 25 copies. 

George W. Thorpe 
President & Gen. Mgr. 
WVCG, Coral Gables 

• Rf*print< of Radio Rabies and Tv Basics arr 
a\ ailahlr at 30c each ; quantity prices on r«'quest, | 



Share of Audience in 
Cost Per 1000 Sets, 
Monday through Friday. 

MORNING 
8:00 A.M. to 12:00 NOON 

K-NUZ . , 

IND. STA. "A' 

IND. STA. "B" 

IND. STA. "C" 

NET. STA. "A" 

NET. STA. "B" 

NET. STA. "C" . 

NET. STA. "D" 



24c 



. 22c 



AFTERNOON 
12:00 NOON to 6:00 P.M. 

K-NUZ . 

IND. STA. "A" 

IND. STA. "B" 

IND. STA. "C" 

NET. STA. "A" 

NET. STA. "B" 

NET. STA. "C" 

NET. STA. "D" 



EVENING 
6:00 P.M. to 12:00 P.M. 

K-NUZ 22c 

IND. STA. "A" ... 60c 

IND. STA. "B" (OFF) 

IND. STA. "C" SI .20 

NET. STA. "A" 48c 

NET. STA. "B" 35c 

NET. STA. "C" 49c 

NET. STA. "D" 72c 



♦ APRIL -MAY PULSE 
Share of Audience 
against SROS One Min- 
ute Rates 



Write - Phone - or Wire 
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all America kiiows 




For Qver ten years the tales of The Whistler have thrilled 
millions as a top-rated radio series . . . and in four hit movies. 
His haunting whistle has become a nation-wide Symbol of 
the best in niystery entertainment. 

Now The Whistler returns in ^ Syndicated film series, ready 
to thrill new audiences and build bigger ratings on television. 

Here are 26 exciting half-hour dramas of suspense . . . suited ^ 
to the eyes and ears of the whole family . . . starring big-name 
Hollywood personalities . written and produced by men who 
know the art of film-making. 

The Whistler's Appeal to advertisers is So great that, even, 
before production was completed, Lipton's Tea and Signal Oil 
gigneid for regional sponsorship. 

See The Whistler while markets of your choice are still 
available. Ask for a screening and Jeam about the creative 
merchandising which goes with this compelling new series. 

GBS Television Film Sales 

with oflELces in New York, ChicagOs..Los Angeles, San Francisco, Dallas, St. Louis, 
Detroit, Atlanta, Boston and Memphis. Distributor in Canada : S. W. Caldwell Ltd ' 




BIG MIKE 



This month Big Mike salutes the truckers who plj* 
such an important part in getting the livestock, gr(T 
and other farm produce ... as well as manufacjuil 
items ... to market. 

Several of the nation's largest and best known trac- 
ing firms started and maintain their headquarters i 
Nebraska. Last year there were nearly 60,000 co- 
mercial trucks and more than 78,000 farm trucj 
registered in Nebraska. Monthly payroll of the - 
dustry in Nebraska alone estimated at 540,000,0 . 
These 138,000 trucking units form an important trai- 
portation link in connecting the production ar^! 
with the market and ultimate consumers and ko 
Nebraska one of the nation's top markets. 
Just as truckers play an important part in the dev. 
opment and progress of the Nebraska Market . . 
so does Big Mike. Smart advertisers have recogniz« 
the power and the influence of KFAB in the Midwc 
Empire. Free and Peters will be glad to tell you he 
you can reach the people who make this area ti 
by using KFAB ... or get the facts from Harry Burk 
General Manager. 



> \ \ \ \ 1 1 1 1 / , / 



Big Mike is the physical tf-odemork of KFAB — 
Nebraska's most listened-to-station 



New and renew 



mmi 
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^ew on Radio 

SPONSOR 

, 1. 

Aero-Mayflower, Indpis 

Brown & Williamson 
(Viceroy), Louisville 

A. C. Gilbert (Amer Flyer 
Elec Trains), New Haven 

Clamorene, NY 

Calgon, Pittsburgh 

Kraft Foods, Chi 

Liggett Cr Myers, NY 
Murine Co, Chi 

Pharmaco, Kenjiworth, N| 

Vick Chemical (Meditrat- 
ing Cough Syrup), NY 

Vitamin Corp of America, 
Newark, N| 



Networks 

AGENCY STATIONS 

Sidener & Van Riper, ABC 360 
Indpis 

Ted Bates, NY NBC 200 

Erwm, Wasey, NY ABC 350 

Hicks & Creist, NY CBS 206 

Ketchum, MacLeod & cBS 69 

Grove, Pittsburgh 
|WT, NY I CBS 206 

C&W, NY CBS 214 

BBDO, NY CBS 206 

DCSS, NY CBS 141 

Morse Infl, NY ABC 198 

BBDO, NY ABC 350 



PROGRAM, time, start, duration 



t 



News; T-F 7:55-8 pm, 8:55-9 pm, 9:55-10 pm; 

5 Oct; 13 wks 
The Great Gildcrslceve; var segs M-F 10:15-10:30 

pm; 5 Oct; '54-55 season 
Gilbert Week-end News: Sat & Sun on hr from 

9 am to 11 pm; 4-19 Dec 
Arthur Godfrey Time; alt F 10-10:15 am; 17 

Sept; 52 wks 
Galen Drake; Sat 10:45-55 am; 11 Sept; 13 wks 

Edgar Bergen-Charlie McCarthy; Sun 9-10 pm; 

12 Sept; 52 wks 
Perry Como; M, W, F 9-9:15 pm; 4 Oct; 52 wks 
Amos 'n' Andy Music Hall; var segs M-F 6;30-55 

pin; 21 Sept to 29 Nov; 13 segs 
Hilltop House; T & Th 3-3:15 pm: 28 Sept; 26 

wks 

Modern Romances; cospon M, W, F 11-11:15 am; 

4 Oct; 4 wks 
Week-end News; Sat & Sun on hr from 9 am to 

11 pm; 11 Sept to 31 Oct 



Rencwctl on Radio Dletworhs 



SPONSOR 



AGENCY 



American Safety Razor, NY 
Beltone Hearing Aid, Chi 

Billy Graham Evangelistic 

Foundation, Chi 
Colgate-Palmolive, Jersey 

City 

Colgate-Palmolive, Jersey 
City 

Free Methodist Church of 
N. America, Winona 
Lake, ina 

Miles Labs, Elkhart, Ind. 

Nestle, White Plains 
iRadio Church of Cod, LA 



R. J. Reynolds, Winston- i 
Salem, NC | 
Skelly Oil, Kansas City, Moi 

Skelly Oil, Kansas City, Mo| 



McCann-Erickson, NY 
Olian & Bronner, Chi ^ 
Walter F, Bennett, Chi 
Bryan Houston, NY 
Wm. Esty, NY 
Walter F. Bennett, Chi 

Geoffrey Wade, Chi 

Cecil & Presbrey, NY 
Huntington Parmelee, 
Beverly Hills 

Wm. Esty, NY 

Henri, Hurst & McDonald, 
Chi 

Henri, Hurst & McDonald, 
Chi 



STATIONS PROGRAM, time, start, duration 

ABC 341 Walter Winchell; alt Sun 9-9:15 pm; 10 Oct; 52 

wks 

ABC 122 Paul Harvey News; Sun 6:15-30 pm; 17 Oct; 52 

wks 

ABC 290 Hour of Decision; Sun 3:30-4 pm; 31 Oct; 52 wks 

NBC 196 Phrase That Pays; M-F 11:30-45 am; 23 Sept; 

'54-55 season 

NBC 200 Strike It Rich; M-F 11-11:30 am; 23 Sept; '54-55 

season 

ABC 82 Light and Life Hour; Sun 8:30-9 am; 24 Oct; 

52 wks 

NBC 165 Break the Bank; M-F 10:45-11 am; 23 Sept; '54- 

55 season 

ABC 348 Soace Patrol, alt Sat 9:30-10 am: 2 Oct; 52 wks 

ABC 285 The World Tomorrow; Sun 11-11:30 am; 24 Ocf 

52 wks 

NBC 194 Walk a Mile; W 8:30-9 pm; 23 Sept; '54-55 

season 

NBC 30 1 Alex Dreier; M-F 8-8:15 am; 23 Sept; '54-55 

season 

NBC 30 This Farming Business; Sat 8-8:15 am: 23 Sept; 

'54-55 season 



iSee page 2 for New National Spot Radio and Tv Business! 



Broatlcast Industry Executives 



NAME 



FORMER AFFILIATION 



NEW AFFILIATION 



Gerie Accas j 

Carolyn von Adelung 
George L. Barenbregge 
Barnard C. Barth 

Kenneth W. Bilby 
Ed Boghosian 
John F. Box, Jr 
Joseph R. Buffer 

Alfred E. Burk 
Don D. Campoell 
Dick Colburn 
Joseph C, Cook 
Phil Cooper 

Jim Coyle 
Ted Cramer 
John Devine 
Joe Derby 
Don Durgin 
Gene Ellerman 
E. E. Eshleman, Jr 
Sam Faust 
Arnold B. Fort 



ABC Radio, NY, dir sis prom 

Berkeley Daily Gazette, Berkeley, r-tv edit 
WDTV, Pittsburgh, sis mgr 
WLW-T, Cincinnati, gen prog dir 

Carl Byoir & Assoc, Inc, NY, rep 

WJAR-TV, Providence, nat i sis 

WOKY-TV, Milwaukee, acct exec 

U. S. Marine Corps, Camp Pendleton, Cal, writer 

& prodr of r-tv show 
WBAL, Baltimore, local sis mgr 
WILD, Birmingham, Ala, vp & gen mgr 
Boiling Co, Chi, sis 

KSTP-KSTP-TV, Mpls-St. Paul, sis prom mgr 
Unity Television Corp, Cal, film booker 

J. E. Coyle Adv, LA, owner-mgr 
KTVX, Muskogee, Okia, prog dir 
KCBD-TV, Lubbock, Texas, prog mgr 
NBC, NY, press dept stf writer 
ABC TV, NY, dir net tv sis 
Booth Radio & Tv, Detroit, sis dept 
Raymer Co, NY, acct exec 
WMCM, NY, acct exec 
WCMS. Wash, D. C. 



ABC TV & Radio Nets, NY, hd adv, prom & pub- 
licity dept 
KGMB. Honolulu, radio copywriter 
WABD, NY. stn mgr 

Notre Dame commercial tv stn. South Bend, Ind. 

vp & gen mgr 
NBC. NY, vp in chg of press, adv, & prom 
Same, sis mgr 

WOKY, Milwaukee, stn mgr 
WPEN, Philadelphia, sis dept 

Same, hd sis mgr 

KXXL, Monterey, Cai, pres & gen mgr 
Blair-Tv, Chi, acct exec 
NBC, NY, supvr of Nat'l Aud Prom Dept 
United Producers & Distributors, Hywd, chg of 

publicity & prom 
KBUC, Corona, Cal, stn mgr 
KTVX-TV, Muskogee, OkIa, stn mgr 
Tulsa Broadcasting's Stations, prog dir 
Same, mgr of bus publicity 
Same, dir sis devel 
Same, Flint, sis mgr 
E. Retry, NY, sis div 
Same, assoc dir in chg of sis 
WTTC, Wash, D. C, acct exec 



► 



ill next issue: Neiv ami Reiien-etl on Television (!\elii-ork) ; Advertising Agency Personnel 
C/io/iges| Sponsor Personnel Chaii'ies; ISeic Agency Appointments 







_ i < i 

A umbers alter names 
refer to Aew unil Re- 
new category 

C. P. Persons, Jr. ,3) 
Gene Accas '-^^ 
Don Durgin ' i ' 

R. F. Lewine lo' 
Geo. Burenb'-efige ( 3) 
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3, 



ISrtmtlvust Inthtstrtf Executives ( eitnilttuetl} 



4, 



NAME 

Bob Franscn 

Ed Calloway 
Charles W. Coit 
Arthur L. Cray 
Alan Henry 
Buell Herman 
R. M. Hethcrington 

Ken Hildcbrandt 
Carrett E. Hollihan 
William A. Houscr 
Richard W. Jolliffe 
Raymond Katz 
|ohn W. Kiermaier 
Brent H. Kirk 

Edward A. Larkin 
Connie Lazar 

Harry LeBrun 
Robert F. Lcwine 
John T. Madigan 
Roland McClurc 
Eugene P. McElwee 
Carroll McKenna 
Ralph E. McKinnie 
Joseph M. Miller 
Ellis Moore 
R. Main Morris 
Eugene Muriarty 

Floyd Nelson 
Clenn Nickell 
John H. Norton, fr 
Charles Oppenheim 
Raymond M. Peritz 
C. P. Persons, Jr 
Dale R. Peterson 
Richard Pinkham 
Phil Reisman 
Frank Roehrcnbcck 
Jim Rush 
William H. Ryan 
Jack Schneider 
Charles Speights 
Tom Seehof 
William L. Steadman 
Karl Steeves 
Harold Storm 
Ceorge L. Sutherland 
Thomas J. Swafford 
Hal Taft 
Davidson Taylor 
Alan Tench 
Don Ward 
Les Ware 
Eugene P. Weil 
Louis Phillips Weil 
Fulton Wilkins 



FORMER AFFILIATION 

WEEK-TV, Peoria, III, prog & prodn mgr 

WIL. St Louis, prog dir 
Ziv TV, NY 
WTVJ-TV, Miami 

WCTH, Hartford, Conn, sis prom mgr 
E. Petry, Dallas, Southwest mgr 
WIL. St Louis, sis mgr 

KYA, SF, sis mgr 
KCO. SF, acct exec 

KFMB-KFMB-TV, San Diego, prom mgt 
KNX-CPRN. LA. acct extc 
WMCM, NY, prog dir 
NBC, NY, admin sis mgr 

Washington Post-Times Herald. Wash, D. C, prom 

& pub rel dir 
CBS Television Spot Sales. Chi. Midwest sis mgr 
Unity Television Corp, Cal, west coast mgr 

WCPO-TV, Cincinnati, asst gen mgr 
ABC TV, NY, Eastern prog dir 
ABC. NY. mgr of Tv spec events 
KNX-CPRN. LA, prog prom mgr 
Air Force, March Field, Cal 
KABC, LA, dir of sis prom & res 
KFMB Radio. San Diego, Cal 
KFMB. San Diego, stn mgr 
NBC, NY, press dept 
KBZ, Denver, asst stn mgr 

Naval Air Stn, S. Weymouth, Mass, pjub info 
officer 

World Pub Co, Shenandoah, adv & prom dir 
KFIR. North Bend, Ore, stn mgr 
ABC, Chi, vp 

CBS Radio, NY, admin mgr of adv & sis prom 

NBC Spot Sales, Chi, acct exec 

WABT'TV, Birmingham, Ala, vp & mgr 

KPRO. Riverside, Cal, prog dir & stn mgr 

NBC TV. dir of participating progs 

RKO, NY. vp in chg foreign dist 

WMCM, NY, gen'l mgr 

WBBC, Flint, news editor 

KABC-TV, LA, asst dir of prom 

CBS Television Spot Sales. NY, acct exec 

Oxford Tool Co, Lapeer, Mich, adv mgr i 

KNX-CPRN, LA. sIs prom dept 

WJBY, Gadsden, Ala, stn mgr 

Fact Finders Assoc, NY, field supvr 

KMBC-KMBC-TV, Kansas City, prom hd 

WAYS, Charlotte, N C, stn mgr & sis mrg 

KNX-CPRN. LA, asst gen sis mgr 

KBTV, Denver, anncr-prodr 

NBC. NY. dir of public affairs 

WCAE, Pittsburgh, acting sis mgr 

Blair-Tv, Chi, acct exec 

KXLW, St Louis, vp & gen mgr 

WBCO, Birmingham, Ala, sis mgr 

WBRC. Birmingham, Ala, acct exec 

KNX-CPRN, LA, sis rep 



NEW AFFILIATION 



KEYD-TV, Mpl«-St Paul, opers & p, « 
Jan \ ' 

WIRE, Indpis, AM prog mgr 

Television Programs of America. NY, i* , 

WITV-TV, Miami, gen mgr 

KWWL, Waterloo, Iowa, sis mgr 

NBC TV, Chi, sis dept 

Clubtime Prods, Inc. St Louisa sis din 
U.S. 

KEAR, SF, gen mgr 
ABC, SF, sis mgr 
Same, sis dept 
Same, asst gen sis mgr 
Same, assoc dir in chg of programing* 
Same, admin coordinator 
KUTV, Salt Lake City, sis dir 

Same, NY, Eastern sis mgr 
Unired Producers & Distributors, Hr 

chg of sis 
WLW-T, Cincinnati, asst mgr 
Same, dir net prog dept 
WMTW, Portland, Me, prog dir 
Same, !ls rep 

WTOP-TV, Wash, D. C, acct exec 

BAB. NY, nat'l prom stf 

KFMB & KFMB-TV. San Diego. Cal. n% 

Same, local sis mgr 

Same, dir of press, press dept 

KBTV. Denver, sis stf 

WBZ-TV. Boston, adv & sis prom mgi 

KMA, Shenandoah, prom & mdsg dir 
KVAL-TV. Eugene. Ore, comml mgr 
WMTW. Portland. Me, vp & gen mv 
CBS-TV. NY, dir of press information 
CBS. Television Spot Sales. NY, acct- t 
KOTV, Tulia. vp & gen mgr 
California Radio Network, dir of operit 
Same, vp in chg of participating progi 
Michael Todd Prod, NY, pres 
Same, assoc dir in chg of stn mgm| 
Same, prog dir 

KFMB-KFMB-TV. San Diego prom mj^i 

Same. Chi. Midwestern sis mgr 

WBBC. Flint, sis stf 

Same, prog prom mgr 

WBCO. Birmingham, Ala, acct ei^^c 

BAB. NY, res stf 

KLZ-KLZ-TV, Denver, mgr of prom ti 
WILD. Birmingham, Ala, gen mgr 
Same. NY, Eastern sis rep 
Same, sis stf 

Same, vp in chg of public affairs 
Same, sis mgr 

Hoag-Blair Co, Chi, office mgr 
KCKT-TV, Great Bend, Kan, mgr 
Same, stn mgr 

WBCO. Birmingham, Ala,, acct eiiec 
Same, acct exec 



IS^eiv Agency Appolutmeitts 



SPONSOR 

American Liberty Oil Co. Dallas 
AP Parts Corp, Toledo, Ohio 




PRODUCT (or service) 



AGENCY 



Beltone Hearing Aid Co, Chi 
Continental Coffee Co, Chi 
Enterprise Heat & Power Co, Chi 
Ficks Reed Co, Cincinnati 
Genoa Fisheries, Inc 

Ham-Pat Mold Co, Yonkers, NY 

Kendall Manufacturing Co, Lawrence, Mass 
Michigan National Bank. Lansing, Mich 

Ore-Ida Potato Products, Inc, Ontario, Ore 

Remington Internat'l Records, Inc. NY 
Ritter Foods. Bridgeton, NJ 
Screen Gems, Inc, NY 

Vickers-Armstrongs, Ltd, Great Britain 



Amiico premium and regular gasolines 
Manufacturers of exhaust system parts & Mir- 
acle Power, lubricants for farm and indus- 
trial use 
Hearing aids 

Thomas J. Webb Coffee products 
Heating & air conditioning 
Furniture manufacturers 

Boston Bonnie Seafoods, heat-and-eat frozen; 
fishsticks 

Kitchen utensil for preparing hamburgers 

Soapine products 
Banking services 

Quick-frozen shredded potato patties and 

French fries 
Producer of classical music records 
12 food brands 

Television subsidiary of Columbia Pictures, 
Corp 

Aircraft, shipbuilding & engineering divisons 



Taylor-Norsworthy, Inc I 
Gray & Rogers, Phladdpl^ 



Olian & Bronner. CHi 
A. Meyerhoff, Chi 
Elliott, Jaynes & Baruch 
Anderson & Cairns. Inc ^ 
Silton Bros, Inc, Boston 

William Warren, Jackson 

lancy, NY 
Silton Bros, Inc, Boston 
Zimmer, Keller & Calvef 

Detroit 

Sidney Garfield & Assoc I 

Duane Jones, NY 
Duane Jones, NY 
Joseph Katz, NY 

McCann.-Erickson, Inc, NY 



,\ umbers after names 
rejer to tXew and Re- 
new category 

R. ir. JollilJe <3) 

//. r. Storm (3) 

/■:ilis Moore (3) 

Richard I'inllinm (."?) 

Hoh Fransen (.3) 

Trd Cramer 

Itrent II. Kirk (.3) 

T. J. Swafjord 

J. IT'. Kiermaier (.3) 

A". ]I. Morris (3) 




SPONSOR= 





If your product is used by housewives, this 
fellow is YOUR BOY. He whispers things 
in ladies' ears that nnalces them go buy 
something. His mid-afternoon show bursts 
with features, Including "Pop" music, ce- 
lebrity interviews, contests, listener phone 
calls and minute spots from shrewd adver- 
tisers. 

WEMP delivers up to twice the Mil- 
waukee audience oer dollar of Milwau- 
kee network stations.* Call Headley- 
Reed! 



•»<•«•</ „., InirtI ninilalilr /'i,/«r ralitigt anti 
N/f A l)S ro.-r,. 





Danziger tries out horn at Toy Guidance Council meeting to select 104 t^j 

titilph Dattziyer 

Advertising Director 
Toy Guidance Council, New York 

If you want to cIL*co\er your own Fountain of Youth, surround 
yourself with toys 12 hours a (la\ and watch the wrinkles fade. 

At least, that s Ralph Danziger's formula for keeping young, 
Danziger — only 36 himself — is advertising director for the To\ 
Guidance Council and a father of four. He's found it a simple 
matter to maintain a youthful outlook. 

"In the office." he says, "its toys. toys. tOAS. At home, more 
toys! I just can t escape them." 

A man Avho believes in sharing his discoveries, Danziger is now 
making kids happy and helping other adults keep young by expos- 
ing them to toys on the Iv screen. Toy Guidance Council. Inc., an 
independent business organization founded 16 years ago. is cur- 
rently spending $500,000 on tv in 40 markets. The 13- week drive 
was launched 18 September, marks the Council's first air effort 
Agenc) is Friend, Reiss. 

The Council bought a different show for virtuallv every miarkek 
"This way we can trade in on an established personality and get 
better time,*' Danziger explained. 

All 40 programs the Council sponsors are children's programs 
on once weekly. The majority are half-hour. 

Over the 13- week span 104 toys will be demonstrated on tv 
screens, Danziger said. Eight toys appear on each show. The com- 
mercials are on film, stress educational aspects and pla\ value. 

"All the toys are demonstrated by child performers." Danziger 
said. "There's no other medium like television for the ability to 
stimulate the imagination through demonstration." 

The tv schedule is merchandised with 13 posters— one to he dis- 
played during each week of the drive. In addition, Danziger has 
prepared catalogs of the toys and has drawn up a training course for 
store personnel to qualif\ them as "to\ consultants." Close to 5.00P 
stores and 79 manufacturers are lejjresented in the campaign. 

He picked up a large poster with tlie words "Prestige Toys" and 
"Kducntor ApproAcd" heading a group of eight toys. 

"All our to\? are rarefull\ selected by panels of toy wholesalers, 
retailers. < onsumers and edui ator;-.*" he explained. ""Actually, though, 
mv own home panel of four ser\e.- as a pretty good yardstick of a 
to\'s plav value. I've found!' * t *, 



WEMPWEMP-FM 

MILWAUKEE 

HUGH lOICE. JR.. G»n. Mgr. 
HEADLEY-REED, Natl. Rap. 

24 HOUHS OF MUSIC. HIW$, SHORTS 
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SPONSOR 



fke open door to increased sales . . 




HOSPITAIITY 

HOUSE 




Here's a refreshing two hour show, timed for and 
geared directly to a vast women's audience. 
Featuring 6 established WSPD-TV personalities, 
this daily hard-hitting sales tool has variety to 
interest every type of woman. 

There's Dorothy Coon with household hints; 
Jane Schroeder with heart warming human in- 
terest stories; Ginny Wood with guests, hobbies 
and news of direct interest; Betty Zingsheim with the 
latest fashion showings, Rusti supplies the 
organ music throughout the show and Earl 
Wells acts as male host. 

Add to this combination the billion dollar Toledo 
area market with its 297,000 set saturation, 
and you get real sales results! 

For further information, call your nearest Katz 
Agency or ADams 3175 in Toledo. 




RADIO 
TELEVISION 

TOLEDO, OHIO 



Storer Broodcosting Company 

lOM HAKKCIt. m SALES OIA . Hi E Snh SIRCCr. NCW rOKK 



Represented Nationally 
by KATZ 



18 OCtOBEli 1954 
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f NORTH CAROLINA 

V r t t f \ \ 






• C h a r 1 o t f 





SOUTH CAROLINA 



SHAPE 



or SAIK TO COME IN THE t 



How are your sales shaping up? There's a powerful new selling plus 
in the key Carolina counties mapped above . . . WBT's basic service area. 
Now you can insure for your product a week's display in up to 172 
A&P, Colonial and Dixie Home Supermarkets in these counties — based 
on a specific weekly dollar volume of advertising on WBT. 

Here's an unbeatable combination to sell 3,000,000 
Carolinians — the unmatched power, prestige and 
penetration of 50,000 watt, 50%-share-of-audience WBT, 
plus mass merchandising through WBT Supermarketing. 





50.000 VtOdtfe 

A JEFFERSON STANDARD STATION 



Promotion 

.Ord .0 JoHn for bro- 



18 OCTOBER 1954 
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CRITICAL VIEW 




There is often little to do in servicing 
network tv shows. The program is often 
packaged by networks 6r outside firms 
and comes to agency neatly tied up. 
With networks holding a tight rein, 
the agencies are being shunted aside 

The fact that costs (and commissionsj 
6n network tv shows are going up doesn't 
necessarily mean that there is more 
work to do. When costs were half of 
today's, agencies were doing same work 

Agencieis get the same cjommission for 
spot as for network, but there i§ a Lot 
more work in buying spot. In addition, 
there is often no spot program to earn a 
commission on. There are commissions on 
commercials, but same is true on webs 



Ire agencies 




their M on 
net tv shows ? 

A$ couiiiti<s>!iiiou.«« rise with program 
costs, tlic itiaii who pays the 
hills sometimes woiiclers. 
Here are pros and eons 



hy Alfred J. Jaffe 

ith advertisers biting tlieir cigars tighter and bang- 
ing the table louder as they complain about those blankety- 
blank tv costs, the advertising agency often has a major 
project on its liands. 

This project is to convince the client that it is doing 
enough hustling, that, in short, it is earning its commis- 
sion on network tv program costs. 

This problem is not a new one. It has raised its head on 
.and off ever since network tv hit the big time. 

Today, as network tv bulges with 90-minute spectaculars, 
60-minute extravaganzas, an electronic rainbow and lots of 
big names, the agency's commission, in terms of dollars, 
has naturally gone up.. Just as naturally, perhaps, the man 
who pays the bills is asking questions. 

These questions, not necessarily confined to video's pro- 
gram whoppers, can be summed up as follows: 
• What work does the agency have to do when it buys a 
ready-made program package, either from the network or 



REBUTTAL 



Non-agency people don't appreciate 
the tremendous amount of work involved 
in servicing a show, including media 
analysis, marketing, etc, Agencies 
provide more services than they used 
to and salaries of experts come high 

A responsible agency, which looks after 
its client's interests, will not allow 
itself to be shunted aside. Where agency 
has little to do with show, it will 
earjri. commission by absorbing other c^sts 

Buying of spot is sometimes a losing 
proposition to agency and network 
commissions redress this loss. There is 
■fio evidence that agencies are making 
any more money than before tv. The long 
term profit trend has been downward 
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i|lil4.||niljl!t'l^i»lllillllilllli 

controversy 

tiiiiiiii uiiiiiiiiiiiiiiiiiiiiiiiillllliillllliiiiiiiii^^ 

from an itidcpctKlciil pKidii* ery 

« Imi'i it Iriu- thai llic iiclworks ar<' {•clliii'; n lif-'lilcr < <)))- 
liol on j)ro<;r;iiirtnf: and ^-liuiilin': llie a^fucie^ a-^idc? 

• Docfii l till' l'-)' t >-()nnni>sion on lime cost? alone siifli- 
rienlK c-()\('r .<('r\ icitij; llie s-liow? 

• Isn't it true that, willi piofirani (•()sis going uj), the 
agcru \ is doing the same atnouiil of work on a show tluil it 
did \\li('n program prices uerc cheaper? 

• Isn't it true that although agencies get I5'f coniniis- 
si(»n for spot and network, the latter is easier to and 
there is ofteti no program coniinission for spot? 

• W hat is so expensi\e ahoul servicing a show. an)\va\? 
Of <'ourse. mail) ad\ertisers ha\e found sati.sfatlor\ an- 
swers lo these (|ueslions hut there is enough dissatisfattion 
to warrant an examination of the prohiem, as witness this 
statement to .sponsor from the top air exa uli\e of one of 
l\'s higgest ad\erlisers: "i'he 15/^ < ()innn'ssion on pack- 
aged network l\ shows <an ije a fantastic gra\\ train. 

The ad\ertising manager for a manufacturer who has 
heen on network t\ for \ears told si'ONSou: '"There are 
some cases where I wonder whether an agency is necessar\ . 
For example, take the case where a client i? ofTered a fdm 
package alread) in the can. The agency pockets 15'"/ of 
the production cost and I can't see where it's justified." 

No agene\man will <leny it's possihie for an agency to 
turn practicalK ever\ cent of the program commission into 
profit. But he will insist that such situations are non- 
existent or rare. 

An account executive said: "'Sure, an agenc\ can make 
a h)t of money on network television show costs. Hut it 
would Ijc a fool if it did. No rejjutahle agenc) will accejjt 
the commission on program costs and do no work. Sooner 
or later the client will find out and. as the\ say in the 
pa|)ers, the agenc\ will resign the account. If that's sup- 
posed to he a smart wa\ to make inone\', then Til eat a 



Does net tv help pay for spot? 

While aKeiif.v cost accounting; i.s directiMl' more at 
niidin^ out whether money is made on each client, 
riither tli.-in whether money is ni.-ide on each me^ 
dinin, agencies know, in Keneral, hosv media stack 
ni>» .\s.sistaiit treasurer of a hig i'ndio-t\' agenc.v 
told STON.s-OR that national media arc more |)rofit- 
al)le than local media, lie said: "Magazines are 
damn profitable, network tv is i)retty profitalilo, 
so is network radio. XesvspapcTs and spot are less 
prolitahle than the others. Von can lose on local 
media." I'oint was made by other admen that 
while :if:ency can do svell on network tv commis- 
sion, this is often offset by the cost of man ijowof 
used in s|)ot buying and the fact there arc often no 
proKr.'ims to earn a ronunissioii. Hence, network 
Uv sometih'cs helps pjiy for the ser\ icinK of sfHH, 



television luhe." 

Said the husiiiess manager of the television deparlme 
at one of the lop 10 agencies: "I think loo many peop 
outside of agency work assume that even if an agency Iri 
to find work lo <lo <in an outside package, it can't. Hut if 
ageiie\ reallv walches out for its ch'eiil>' interest there 
a tremendous amount (jf work lo do. 

"\'er\ often the agency is in on lire program packa^ 
from the heginning. It may originate an idea and lia\e a 
outside j)ackager execute it. If it doesn't originate an ide 
the agency siiij has to work with a packager and see tlia 
the idea <le\(dops int(j a show the ad\ertiser can use. Ilii 
means checking the script and the talent involved and o\er 
seeing e\er\ step in the de\ elopiiieiit <jf ihe program idea 

" Let llie gi\e sou an example of liow we re involved in t 
film package. When the program idea was first propose 
to us. it was diflereiit than an\ thing then on the air. so i 
involved judgment as well as work in analw.ing the potcii 
tial audience for the show. We buj the « ripts. r.ead them, 
suggest re\isi(jiis and sometimes rewrite them oursehe?* 
We ha\e an office in HoH\ w(iod and a department in .Npm 
York concerned with ser\ icing the show. Time elearaii<e« 
hetaine a prohiem an(| we sent men <jii the road lo talk t 
-lalions. Where we couldn't clear lime, we had the addi- 
tional prohiem (jf kines. Ihe show goes to Canada and 
Honolulu, which means more work. We lake care of -hip- 
ping films, which is not as simple as it sounds, since -soi ic 
stations use 16 inm. and a few 3.5 mm. equijinient. 

"There are times when an agenc\ takes over an exislin;; 
network show. There ina\ he less work iii\'ol\ed so far a» 
the original creative work is concerned. But there's still 
the prohiem of servicing. Where an agenc) takes o\er an 
account wilii an existing show, the entire strategy behind 
the show has to be reviewed and anahzed to decide whelhei 
the show is worth keeping. There are a lot of high-priced 
people involved in that.' 

The feeling of agenc\ men that iioii-agenc\ pe(jple don't 
a|jpreciate how deeph the agenc) is imoKed in |jrograiii 
servicing and how many details are involved is a wide- 
s|)read one. 

This feeling was the inoti\e behind a s|jeech by Rodney 
Krickson of Y&K at the 4A's Eastern Annual Conference in 
Xew York last Xo\ ember. Said Erickson: 

"In case an\(>ne should forget, the act of bu\ing and 
ser\ icing a package show for a client is not as simple as 
it appears on the surface. There are, in most agencies. iVi 
steps imolved in iiuying and servicing package shows, 
i bese are liie major steps and b\ no means are liie\ lim- 
ited to 4" in e\ery instance." (For list of 4H, see page 31.1 

Erickson also pointed out that a "further function of the 
advertising agenc\ is to control good taste in lele\ision 
programing. While networks have their censors. 1 believe 
that agencies and clients, in respect for the manv sensi- 
tivities of the < (»nsumer. go much deeper in setting criteria 
of good taste. We. the agencies, therefore, must continue 
to exercise rigid control of this intangible buJ vital ".\ 
factor in show business." 

'llie ^ilR man then continued: "'i'here seems tb be a 
trend to further sharing production responsibilities hv 
package producers. In rei-ent months agenev rejjreseiila- 
tives liave< ast, re-set formats, even rewritten entire scripts 
in package pio«luctions, After all. most agencv representa- 

[I'lease turn to page lOU l 
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BUYING PACKAGE SHOW NOT AS 



SIMPLE AS IT SEEMS. THESE ARE 

SOME OF 48 STEPS AGENCY MUST TAKE""' 



1. MEOIA ANALYSIS FOR BRANO 18. 

2. ASSIGNMENT OF FUNOS FOR TV 19. 

3. TALENT SEARCH FOR TV PROGRAMS 20. 

4. REOUCING HUNOREOS OF AVAILABILITIES 

TO HANOFUL 22. 
5 NEGOTIATION 4f P-R-I^ES OF W?OSPECTIV°E 

SHOWS 23. 
6, NEGOTIATION OF NETWORK TIME FOft PROS* 

PECTIVE SHOWS 2i. 
7 RESEARCHING HISTORIp UF A"NYy OF 

PROSPECTIVE SHOWS 2l5. 

8. RESEARCHING TIME PERIOD HISTORY ' 26. 

9. ANALYZING PROSPECTIVE SHOWS 27. 
10. PROOUCT GROUP MEETING ON PROSPECTIVE 28. 

SHOWS 29'. 

IJ. TOP AGENCY EXECUTI,Vk MEETll<JG ON F*RO.S- JO. 
PECTIVE SHOWS 

12. CLIENT MEETING ON PROSPECTIVE SHOWS fl. 

13. JOINT DECISION ON SINGLE SHOW 32. 

14. FINAL NEGOTIATION SECURING PROGRAM 

15. FINAL NEGOTIATION SECURING TIME PERIOD 33. 

16. DRAWING OF LEGAL DOCUMENTS 34. 

17. CLEARING LEGAL DOCUMENTS WITH CLIENT 

i TALENT 35. 



PLANNING COMMERCIAL FORMAT 
PLANNING SHOW FORMAT 
WRITING COMMERCIALS 

CLIENT Si AGENCY O.K. OF COMMERCIALS 
TALENT AGENCY DISCUSSIONS ON CHAR. 
ACTERIZATIONS 

TALENT AGENCY DISCUSSIONS ON PRODUC- 
TION DETAILS 

AGENCY PROGRAM k ACCOUNT VIEWING 
ACTUAL PRODUCTION 

PRODUCTION SUPERVISION OF SHOW 
SUPERVISION OF FILM PRINTS OR KINE 
PRODUCING COMMERCIALS 
PROCESSING COMMERCIALS 
INTEGRATING COMMERCIALS IN SHOW 
INTEGRATING COMMERCIALS IN PRINTS OR 
KINESCOPE 

RESEARCHING SHOW (NRI) 

SPECIAL RESEARCH (FLOW CHARTS, AUDI- 
ENCE JURY TESTS, ETC.) 
EVALUATING COST-PER- 1,000 OF SHOW 
RESEARCH SALES EFFECTIVENESS OF COIk^- 
MERCI ALS 

CHECKING OF COST OF SHOW 



36. 



37. 



38. 



40. 



■•3, 



44. 



45. 



46. 
47. 



REPRESENTATION IN MULTIPLE UNION NE- 
GOTIATIONS 

CONTINUING NETWORK NEGOTIATION ON 
COSTS & STATIONS 

CONTINUING USE OF RESEARCH TO IMPROVE, 
SHOW 

SPECIAL TOP MANAGEMENT SPOT CHECK- 
ING OF PRODUCTION 

DAILY HANDLING OF STAR TEMPERAMENTS. 
ILLNESS &. EMERGENCIES 

CONTINUING SEARCH FOR BETTER PROP- 
ERTIES 

CHECKING OF ALL. SCRIPTS FOR CLIENT 
POLICY 

NEGOTIATION WITH NETWORKS FOR RE' 
BATES, PREEMPTIONS, ETC. 

NEGOTIATION WITH NETWORKS FOR BETTER 
TIME 

QUARTERLY REVIEWS Op ALL PHASES OF 

SHOW WITH CLIENT 

RESEARCH ON SUMMER POLICY 

SELECTION OF SUMMER SHOW OR HIATUS 

RECOMMENDATION 

RECOMMENDATIONS FDR FOLLOWING YEAR 




*48 Steps above were 
developed by Y&R's 
Rodney Erickson 





fiflO follows its target 
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Finn f<»ll<»\vs iiii^'r:it<»ry ^'iM»iips 

fiMMi:! Soiitli to lar!>e eitios witli rai 



fp(>0 Cold I'reparalion is a proprir- 
lar\ medicine wiiich began prior to 
World War 1 i)\ advertising to farm- 
er- witii small eardhoard signs "'on 
practicalK e\er\ pine tree in the 
South " and then switclied to radio to 
reach a more complete mass audience. 

I'ssentialK . the people w ho use 666 
Cold Kemedx todax are not too differ- 
ent from the people who used it at 
the turn of the century. They're fam- 
ilies throughout the South and South- 
west, either on farms and in rural 
areas, or in small-town communities. 
Thex're also families who moved to 
the North and Far West durmg World 
W ar 11 to get factor) johs during the 
manpower shortage. The\'re iNegro 
and the\'re white. the\ re on farms 
and in cities, they speak English, bnl 
some of them (like Mexicans in Los 
\ngele> and Puerto I\ican> in New 
ork ( still speak Spanish at home. 
C/cneralK thex're of the lower-in- 



come group?, "the people xnIio don't 
call a doctor exery lime one of the 
kids sneeze?." Jim Roberts, Charles 
W . Ho\ I agencx account executix e for 
Monticello Drug Co.. maker> of 666, 
told SI'ONSOR. 

This year Monlicelhj Drug Co. will 
spend GO'^i of its budget in radio. 
The firm's radio expenditure has been 
groxving steadily since 1917, xvhen 
Monticello Drug allocated its first air 
budget — some 20'"? of its total adxer- 
tising budget for 1947. 

Monticello Drug's increased radio 
actix itx is particularlx interesting in 
X iexv of the trends in tlie < old remedy 
businos this xear. A number of ma- 
jor brands xvho began experimenting 
x\ith tx during the past xear or tx\o. 
are noxv splitting their air budget be- 
tween the txvo air media. I'xpical of 
this trend, for example, is Groxe's 4r 
Way tablets (through Harry B. Cob- 
en I . With a total air budget similar 



Hoy't 666 account group (below, left) discusses firm's ad strategy: J. Somple, art dir., R. G. 
Pratt, service mgr., D. Conlclin, copy consultant, J. R. Roberts, a e. Firm operates without sales- 
men; agencyman Wm. Baumert, field merch. man (below, right), checks stock in drug store 
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Thosii* are 6W»V ^'xi munionu^ 
Firm reaches moss market in 
rural and small-town Sauthern ojreo'i 

with lacal-appeal radia statian's^" 
aims a«t city cys^amcrs with c*- 
binatian o-F pa,werhause t4 
special group stctri 

to their 1953 expenditures, this firm 
is placing a fixe-a-x\eek announcement 
schedule on a scattered number of ra- 
dio stations, adding a lighter tx an- 
nouncement schedule xvith the other 
portion of the budget. 

On the other hand. Anahist. for one. 
through Ted Rates agencx I i-; main- 
taining it? 1953 ratio of radio and tx-. 
with increa?ed budpel- in both medfa. 

W hx has Monticello Drug Co, ill- 
creased it? radio budget? 

"In radio xve found a sure xvax of 
reaching our market," Jim Robert* 
continued. "For one thing, we no- 
ticed that the smaller the connnunilx. 
the more its inhabitants relx on radio, 
rather than upon the weekly or daily 
nexvspapers of their community for 
nexv? and weather coxerage. " 

Following a series of le'=l'= from 
1917 through 1949. Monticello estab- 
lished this pattern for 666 Cold Renie- 
d\ s radio ad\erli>ing: 

The firm is on the air 26 week? of 
the xear. from October through mid- 
March tliat i?. during the cold sea- 
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son. Generally, Hoyt agency buys 
early-morning and noontime news and 
I weather adjacenoie-; for the product "s 
nifnute announcement. In this way, 
they expect to reach the entire family 
at breakfast, and in rural communi- 
ties, farmers when the) 're home for 
lunch. 

Roberts never buys less than five 
announcements per station, even when 
he is covering a particular market with 
as many as three or four stations. 
Maximum frequency during the heavy 
winter months reaches up to 10 or 15 
announcements a week. 

An interesting pattern emerges from 
a stud) of the 94 stations 666 Cold 
Remedy has bought to date for 1954. 
They are located primarily, of course, 
"in the South and Southwest. Monti- 
cello's best markets. Monticello is. 
however, beginning to make a concen- 
trated effort in such major metropoli- 
tan centers as New York, Detroit, Chi- 
cago, Cleveland, and Los Angeles. 

Close to 30 of the stations on which 
666 Cold Remedy will be advertised 



this year are Negro stations. Fre- 
quently, these stations are used in 
metropolitan centers in conjunction 
with a network-affiliated powerhouse 
station. For example, in St. Louis, 
Mo., 666 Cold Remedy uses station 
KSD, a 5,000-watt NBC affiliate, and 
KXLW, a 1.000-watt Negro station. 
The firm coders the Los Angeles area 
with KMPC, a 50 kw. indie, KABC, 
the 5.000-watt ABC affiliate in the mar- 
ket, and KOWL, a 5.000-watt Los An- 
geles area Negro station. Mobile, Ala., 
is another case in point. There 666 
uses WALA, the 5 kw. NBC affiliate, 
and WMOZ, a. 1,000-watt Negro 
station. 

This is the reasoning behind the 
pattern: When going into a major 
market, 666 seeks two things — exten- 
sive mass coverage via the powerhouse 
station and appeal to its own special 
audience via the independent who pro- 
grams directly for 666 customers. In 
several sections of the Southwest, 
as in Texas, for example, 666 bu)s 
stations with heavy Mexican prograni- 



case history 



ing: KGBT in Harlingeii, carries 42 
hours of Mexican programing. Most 
other Texa> stations, on the other 
hand, were bought for sheer broad 
coverage: W'FAA, a 50 kw. in Dallas; 
KLIF. a 5 kw. indie in Dallas; KXOL, 
a I.OOO-walter in Fort Worth; KPAC, 
a 5 kw. MBS affiliate in Port Arthur; 
KONO, a 5 kw. inflie in San Antonio. 

Not just the choice of stations, but 
the copy ai)proarh. too. is indicative of 
the type of audience 666 Cold Remedy 
wants to reach. The opening and clos- 
ing of the minute commercial is al- 
ways a jingle recorded to the tunc of 
Fanner in the Dell : 

"Six-sixty-six, 

Six-sixty-six, 

Colds make you feel so i)ad, 

Take Six-sixty-six." 

At tiines the actual sales spiel 
wedged between this o|)en and close 
jingle is also a tape from the record- 
ings made by the Charles W. Hoyt 
radio department under Bill Smith, 
radio-tv director. At other times, Jim 
Roberts buys the local announcer a 
station provides for the sake of catch- 
ing the particular flavor of a region. 
One thing, however, remains constant 
in the sales pitch, and that is its ap- 
proach. 

Announcer: "Colds do make you 
feel so bad . . . your head aches, you 
feel feverish, your head is all stuffy 
and there's that general over-all achi- 
ness. Aow get relief from all of these 
discomforts . . . not just one of them. 
Try '3 sixes' . . . it'^ entirely different 
from any other cold preparation. '3 
sixes' is much more than a simple 
pain-reliever. It not oid) eases your 
headache and general achiness. but 
also reduces feverishness, and eases 
nasal congestion at the same time. "3 
sixes' has brought extra-fast relief to 
thousands of persons, so even if other 
medicines have failed you, try '3 sixes' 
toda) . It comes two ways, liquid or 
tablets . . . Remember, '3 sixes does 
more because it has more. ' 

With commercials like this one aired 
at least five times a week over the sta- 
tions in Monticello's markets, the drug 
firm perks up consumer demand to 
such a point that customers go to their 
local druggists and ask for this par- 
ticular cold remedy. When there is a 
{Please turn to page 104) 
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Whaf s spot radio? if hat's 




J(jjf iick in I lie line lic- 

lN\oon 'VjikI " and "iielsNdi k." radid \\<i« 
a> cIcarK (Icfiiicd as llie Iron Cm tain. 
ISiil in die fall of I9.il. lliiv nnlliicid 
media l>()un<hii\ is rapidK l>e<()niin<i 
difTn>etl. 

\s e\er\ ItroadcasI l)U\er knows, 
radio networks liaM' ste|)|)ed uj) llie 
pace of their ijrofiraniinji designed to 
a( t a> ">|)ot carriers, in which ad\pr- 
lixMs are >ol(l participations on a 
short or long-term hasrs. 

Hut in re( ent weeks the ac tivity on 
the other side of ihe fence — the area 
in wliich stations and station reps oj)- 
erate -lias heen increasing. Xow 
sonic ^pot radio opportunities are gel- 
ting clo>er to ''network" operation!". 

ihe latest major ^tep in dramali/.iiig 
and !.implif\ing the pnrchase of spot 
radio has heeii made b) the John IJIair 
station rep firm. At presstime, a nmii- 
her of top agencies and ad\ ertisers 
had been shown a new Hlair presenta- 
tion covering the biggest spot radio 
'■package'' to date: the National Sat- 
uration Group. 

The outgrowth of earlier Blair 
*"package>' (such a? the company's 
"12 riaii" and other>). ihe new plan 
-iiicknaiiied "XATSAT" l)\ HIair 



men is a direct and open hid for ra- 
dio revenue in competition w ith ever\ • 
thing from network radio to maga- 
zines. 

"In the past couple of seasons, we 
have watched the trends in radio close- 
ly. NATSAT is the logical outcome 
of ihese trends." HIair sales \.p. Hob 
Eastman told SPONSOR. "The steady 



growth in the number of radio sta- 
tions in the I'.S. has comijlicated ageii- 
c\ time bu\ing and has inc reased the 
number of decisions to be made. At 
the same time, local radio programing 
has taken the pla) awa\ in nianj ca-es 
from the networks. Ad\ertisers loda\ 
are beginning to think in terms of 
campaigns in local radio programing, 
often as part of a big. short-term punclr 
or 'flight of announceiiienls. 

"W hat we have done at Blair with 
\A rSAT is to set up a package a\ here- 
by an advertiser can gel a huge circu- 
lation at a ro<'k-boltom low cost and 
agencies can streamline a lot of llieir 
spot radio bu) ing. W e think XATSAT 
will set a new sale? pallern for nian\ 
?latioii reps and station groups." Ra»l- 
man added. 

The f\r>[ major move this fafl oif 
the part of a group of radio station? 
to make spot easier to bu\ \\a^ made 
last moiiih b\ the Qualit\ Radio 
Croup, a con federation of 2.t hiplfr- 
|)ower stations that cover about SO', 
of the I .S. (See stor\ in sponsor. 20 
'September 1954. page 40.1 The QBG 
approach, of course. difTers niarkedb 
from I lie new HIair |)laii since it em- 
bodies u>e of one show in all markets 
rather than aiiiionncenients in a, \a- 




THE NATIONAL 
SATURATION GROUP RATE 



for 



rMTHimiou 
WEJKIY 



<K*t\i pgiikotc tal; 530 lines •( gbtil 



1/ f'-'m 
/\ mi M 

ia III* Up newipoper in codi moritcl •«(• o 
mtt'i wilk • grgis (irinlolitn •! only 11,775,000 




"NATSaT" group rate of $15,582 weekly on a one-to- 13-weoli basis is highly competitive with 
other media. Same amount would purchase a newspaper campaign of thn siie outlined above 
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I Blair "iXATSAT" plan offers a 
network-type buy in spot radio 



rjely of local prcjiianis. The similar- 
it) hetween the two lies only in group 
buying provisos. 

Under QRG member stations will 
sell taped shows as a network-like 
group. Advertisers buying the 23-sta- 
tion lineup with which QRG is starting 
will get discounts of up to 2.5' T on a 
52-week basis. 

Under the presidency of Crosley 
Broadcasting Corp. (WLW. Cincin- 
nati) v.p. Ward Quaal — who was 
elec-led to the post at a directors meet- 
ing in Chicago on 20 September — the 
QRG expects to open a New York of- 
fice in the near future to act as a plan- 
ning and sales headquarters. QRG. 
which is being spoken of as a proto- 
type successor to regular network op- 
erations, had — at presstime — more 
than 20 additional applications for 
membership. 

QRG is not gunning for spot an- 
nouncement business. The sales effort 
will be geared to selling programs in 
those holes left in nighttime commer- 
cial network schedules. 

What, exactly, is the new iNATSAT 
and how does it work? Here's the 
mn-down : 

Il7i(i(\s- offered: I„ its simplest 



' 'X: 




For amount within range of "NATSAT" weekly rate advertiser can buy only one black-and-whife 
page in one of three typical magazines. "Life," "Satevepost" rates exceed cost of Blair plan 



terms, the NATSAT plan is a nmlti- 
market spot radio "package" whereby 
advertisers buy participations in lo- 
cally developed programs. 

Under the plan, NATSAT purchas- 
ers are offered, via Blair, the follow- 
ing: 

1. Announcement participations in 
a total of 180 locally produced radio 




>hows on 45 stations in 4.5 markets via 
a single radio contract. 

2. A basic frequency schedule of 
24 participations per station per week. 
Commercials run at the rate of four 
per da\, Mcniday through Saturday. 
Sunday is used for '"make-goods" if 
there are an\ misses. 

3. The cost of the package is scaled 
to the length of contract on a discount 
basis. On a one- through 12- week 
schedule, the cost is $15,582 per week 
gross. ( Regular "out-of-the-rate-book" 
price, applicable discounts included, 
for this outside of the NATSAT plan 
is a little over $17,000. The open rate 
is over $26,000.) This weekly price 
drops with frequency; for 13 weeks 
it's $15,1.50; for 26 weeks it's S14,- 
721; for 52 weeks it's $13,940. iMax- 
imuni saving is IQ'^f. 

That's the basic plan. 

FlexihUUtf: A certain amount of flex- 
ibility is afforded. For example: 
(Please turn to page 92) 



Blair plan is aimed at major advertisers who spend big budgets in spot tv. For more than 
price of "NATSAT" plan advertisers could buy only two night tv announcements in 44 cities 
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Commercial starts Mnrriii III i/noUls 
iiiTi pts iliiti : \hi fioi .< to riosi t (ind 
rhnriix .siiiijx probli m : H'linl to vcar? 



Ballet sequence begins uhfii store 
mnuurqultis come to life U'hUfi 
Mnrrin ix xhoppintj for new drrxs 



Animated sprite flfiinii around hra 
rntrhfs Marcia's lye juxt n.<t ahe 
wontiim if <tnss triti fit hir fipiijt 



Brassieres on the air 

Hero's full slory of Kxqiiisito Form's entry 
iiilo iiel\v<»rk Class "A" iii$»iittiiiie pro^'raiiis 

hy Keilfi Traiiloiv 



0jlf aniienl world history was made 
hist month. On 7 Septeniher, for the 
first time sin< e Marconi in\ented uire- 
h'ss, there was a nationwide nighttime 
network tele\ ision and radio exposure 
of the full American hrassierc. 

Some \eteran observers of the bras- 
siere business described the happening 
as the grecitest thing since 1799 when 
a Frenchman invented les supplants 
(we call 'em falsiesK 

I ntil hist month l)rassieres were one 
of •^e\cral items considered too inti- 
mate to be ad\ertised on network tv 
or radio in Class " \" time although 
iiidi\i(lual radio station^ had long ac- 
< cpted lingerie ad\ertising. \BC T\ 
bad twice before <arried bra^^iere 
connncrcials : for I%x(piisitc Form Hra - 
sicrc. Inc.. in ly.iO. once a week and 
late at night: for Maidenform Bras- 
sieres on Satur(la\ noontimes in the 
first half of I9.t1. Both campaigns 
were on limited networks, had limited 
success. 



It remained for Exquisite Form to 
find a way of presenting its brassieres 
so that hard-hitting sales points could 
be made without ofTending family 
groups around sets in early e\ening. 

How Fxf]uisite Form solved its pres- 
entation problems is a story other print 
acKertisers of "'delicate ' products who 
want to get on the air will find in- 
structive. 

The degree to which Exquisite Form 
has nK)\ed in the direction of air me- 
dia i> seen in the fact thai it s spend- 
ing well over SI million in its network 
tv and radio campaign. Almost all 
its point-of-purcliase material and 
some of its magazine, newspaper ad- 
\ertising is tied in with the air pro- 
motion. 

1 raditionalK a heavv magazine 
spender. tbi> )ear the firm i;- allocat- 
ing about ■'^1 million to printed media. 
|)lus about S7()().()()() for co-o|) adver- 
tising (which, when matched bv its 



dealers. bu\s about SI. .3 million worth 
of local newsjiaper space I. 

■■Television had hardK gotten ofi 
the ground when we realized that h 
would he the ideal medium for >ho\>- 
ing brassieres." Carson Reiner, pren- 
flent of Ex(juisite Form, told ?i'0.\,^ok. 

!.'>.*« ('.viK'i'iiiu'iK: "Our first experi- 
ment with tv was The Rohhins \est, 
carried over ABC TV Frida\ night- 
from 11:00 to 11:15. This efTort last- 
ed 13 weeks during the la^t part of 
1950. It wasn't at all producti\e." 
Reiner said. Onl\ sjx or «e\eji sta- 
tions were u>ed. 

One of the chief reaf^ons for the d(>^ 
appointment was that the brassieres 
could hardh be seen b\ prospective 
customers. Although a visual article, 
the brassieres shown to video audi- 
ences in 1950 were either hidden be- 
hind lajers of \eil or else bareh dis- 
cernible on a silhouette of a girl. 
\\ hiche\ er method was used, the mod- 
el wearing the bras couldn t mo\e. 

'■L nder these conditions." said 
Reiner, "it was impossible to prop- 
erly demonstrate' the brassiere. We 
couldn't show the bra>siere on a mo\- 
ing model bei-ause of blanket network, 
taboos. Of cour.-e. we didii t get an\ 
letters of protest at that time. Prob" 
abl\ the audience wasn't too sure just 
what we were tr\ ing to sell. Certaiid\ 
they had a bard time seeing it." 

Had the company expected to get 
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•n neqiiin dors ballet a.i 
w's out bra's features: 
- ips, supports from below 



In new bra Marcia twists, turns, 
as chorus "Ohs" and " Ahs," sings 
"Exquisite Form with Floating Action" 



In new gown> with fxiiuinite 
figure, Marcia dances through the 
clouds in a drcam-liki- sequence 



letters of protest from its early tv 
series? 

"Whenever we've gone into a new 
medium," Reiner said, "we've had 
protests. When we first started to use 
car cards, we showed a girl in a 
loosely-fitting sweater. You couldn't 
even see the bra she was wearing. 
Yet we got hundreds of letters protest- 
ing our 'indecent' advertisements. The 
same with magazines and newspapers. 
Since women were the chief protes- 
tants. we had to be careful not to of- 
fend them or they might not buy." 

Larry Klingman, public relations 
counsel, glanced about the office 
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as if to make sure no women were 
listening. "Personally, though," he 
said, "I have the feeling that the same 
gals who protested rushed right out to 
buy Exquisite Form bras. I suspect 
they were titilated by the thought of 
wearing something they considered 
just a little bit sinful." 

After The Robbing Nest, Exquisite 
Form went back into magazines, news- 
papers, car cards. 

"Then last January." Reiner said, 
"we brought out our push-button bras- 
siere — the Bra-O-Matic. It's a strap- 
Jess bra featuring push-botton adjust- 
( Please turn to page 100) 
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Does fonr show reach people -rl 

it's iio( the rau sixo «f aiKlieiii*^ iliat coiiiits but what i\\m «f ]}ou||> f 



f II i'e< fiil \i'ar*. it Iki^ IxH ome < lear 
Id i'\|)('ri('iR-t-(l a(l\ tTli^ei!; lli;U llie 
iiuiiiher of ixiteiilial cusloiners in the 
iiudii iice rjilluT than the j;r<)>- audi- 
fiRf is uhjil fniints. Vel iiiaiix 

an advertiser ?^till l)U\s projrraiiis l)\ 
ouija hoard, on\\ to find his campaign 
limping ahmg betaii-e his sale pilt hes 
are being diretted to the wrong audi- 
eiH e. 

1 he latest reininiler of \io\\ treat li- 
iTous program hu\ing can be is con- 
tained in an Ohio State I iii\ersit\ 
•-ui\e\ of t\ listening preferences; and 



habits. It shows how niu<h program 
pieferences and listeiiiiig patterns \ ar\ 
with age, sev. education and income, 
tiius points up the fact that each show 
can attract its own highly individual 
audience. 

Among its interesting revelations: 

• While women generalK do not 
flock to tv sport shows. the\ find the 
flexing muscles of wrestlings behe- 
moths fascinating — and more scj as 
the\ grow oilier, 

• Serious drama is likel\ to have a 
g'-eater appeal for women than men. 



i As the\ grow older, women 5eefn 
to like "l(j\e stor\ drama less. 

• Rich man and poor man are likeh 
to ha\e different program tastes, but 
l)otli derive enjoyment out of a 1\ 
basehall-cast. 

• The coined) \arietyshow seenis 
appeal equall\ to the college graduate 
and the man who never got be\ond d- 
ementarx school. 

• The \ast majority of the aAailable 
audience, both male and female, i^i 
o\er 30. 

The surve\ was made last April fft 



How program type preference varies with these four factors: 1. AGE 



2. se: 







Men aged; 








Wtmen aged 
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The Rlpley-Buell sfudy (picture of fhe fwo Ohio Stafe grad students 
at fop of page) was conducted April 1954 in Columbus and Franklin 
County, Ohio, Usable information was obtained from 1.987 individ- 
uals in 1,000 tv homes by means of a questionnaire which was per- 



sonally delivered and picled up two days afterward. The pr!>9r 
preference percentages as such are not nationally projectionabl* 
tastes vary according to region and cultural background. Prefer*" 
trends may have more universal validity. Illustrations of each progr. 
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Show preferences study 

Ohio State firad students 
.lontjih M. Itiplcj) and Stephfin 
I). liuc.U .studied show 
preferences found wide 
r(in(/e of reactions with 
age, sex (.sec fu/urcs beloif) 



(loseph M. Ripley and Stephen D. 
3ueII: they are graduate radio-tv stu- 
leiits at Ohio State University, work 
jnder the guidance of veteran radio-tv 
educator Harrison B. Summers, who 
pioneered similar studies for WIBW, 
Topeka, and in the state of Iowa. 

The Ripley and Buell figures come 
uut of a questionnaire study in which 
respondents were asked to indicate 
program preferences. They are not of 
course "projectable" nationally. It's 
issumed program taste by show types 
\aries regionally so that the rank or- 



der of preferred jirograining would 
change as you went from say the 
Ozarks to Westchester County. 

What might hold truer on a national 
basis is the trend line of program pref- 
erence based on difTerences in age, sex, 
education, economics. If preference 
for show type A declines with age in 
Columbus. Harrison Sunnuers feels a 
similar decline is likely to be shown 
elsewhere. He's found that to he the 
case in radio programing preference 
studies done over years past in mul- 
tij)le markets. 



Columbus itself is used fre(|uently 
as a test market, exhibits jjopulation 
characteristics which aren t strikingly 
removed from national urban aver- 
ages. Hut the major point of the Co- 
lumbus program preference figures is 
not to what degree you can use them 
in national show selection; rather they 
stand as a strong reminder of the di- 
( Please (urn to page {)4j 
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IS 


25 


31 


17 


20 


44 


MYSTERY OR 'SUSPENSE' DRAMA 


» 


16 


30 


28 


27 


22 


23 


21 


'HOME SITUATION' COMEDY DRAMA 




30 


18 


30 


28 


14 


24 


31 


AMATEUR OR 'TALENT' SHOWS 


3 


38 


9 


24 


37 


9 


23 


33 


OLD TIME MUSIC PROGRAMS 


i) 


17 


20 


35 


4r 


17 


21 


30 


'HUMAN INTEREST' GIVEAWAY SHOWS 


•) 


29 


11 


6 


7 


26 


21 


"5 


BASEBALL GAMES 


a 


17 


32 


21 


26 


21 


IS 


IS 


QUIZ-AUDIENCE PARTICIPATION 




33 


4 


10 


29 


7 


16 


24 


WRESTLING MATCHES 


1 


12 


20 


21 


2" 


12 


12 


22 


'LOVE STORY' DRAMA 


I 


34 


4 


9 


12 


6 


12 


23 


WESTERN 'ACTION' DRAMA 




14 


2" 


15 


21 


10 


13 


16 


SERMONS, INSPIRATIONAL TALKS 


i 


2 


15 


10 


4 


30 


14 


8 


INFORMATIVE PROGRAMS 




6 


30 


12 


9 


30 


14 


9 


CONCERT OR 'SERIOUS' MUSIC 




6 


21 


10 


4 


25 


11 


8 


PUBLIC ATFAIRS FORUMS 




7 


8 


8 


15 


5 


7 


7 


COMEDY AUDIENCE PARTICIPATION 



offered in the questionnaire. "The Milton Berle Show" and 
5 Gleason Show" were used as examples of cont^edy variety; 
he Town" and "Arthur Godfrey and His Friends," "straight" 
)iiie and Harriet" and "Mantua" "homey," comedy drama; 



"Big Town" and "Dragnet," detective programs; "Suspense," "Danger," 
"The Web," mystery or suspense dramas; "Strike It Rich" and "This Is 
Your Life," "human interest"; "Beat the Clock," ''Dollar a Second" 
comedy audience participation. 
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QUESTIONS 

!l _ _ . ...... 


TELEVISION 


"UH" 


1. SEE OCT. 4 P80GRAM? 


1. READ OCT. 20 ISSUE? 


£, act AL/VcK 1 Ijirlur f 


9=,?FP ADN/FPTHINftV 


3. WHAT DID IT SAY? 


3, WHAtpiD IT SA.Y? 


1 To measure 
Xb were asked i 


mpaci o' two media, questions 
without use of visual reminders. 



PROCEDURE 



2908 RANDOM PHONE INTERVIEWS 
(N.Y. TV-OWNERS & NON-OWNERS) 

* 1252 AFTER TV PROGRAM 

• 1656 ARER "LIFE" AD 
tHALF 3 DAYS AFTER 
HALF 7 DAYS AFTER) 



2, 



Advertost quizzed panel of 2,908 people in 
N.Y. area in two sets of telephone checkups. 



» B U I t S 



TOTAL SAMPLE 



SAW MOCtAM 




29% 



25% 



3. 



"Life" ad and tv show cost about same and 
drew readers, tv viewers at fairly close rate. 



RccolJ Seeing Advertising 



TOTAL SAMPLE 



t (ECAU 



t ICC All 

rv AovEsnsiNO 




19% 



Life vs. tv: a cl 



'A 



iVow procliiet wa.s hit rocliicoci with 80 .1) 
(liat "Life*- j£oi iiioro readers, hut tvcrt 



4, 



Fewer saw tv show than read "Life" but more 
viewers recalled commercials than print ad. 



/Iiiiong points made in sI'ONSOH's All- 
Media Evaluation study uas that corn- 
fmrisons of media are difficult and, 
when the^' are accurate, rare. Yet it 
is possible to test one medium against 
another when conditions are carefully 
controlled, si'OxNSOH's study concluded. 
One such instance, recently revealed, 
uas the introduction of a neic product 
in which virtually equal sums uere 
spent on a color spread in Life and a 
single tv shoiv. The article below tells 
what happened. 

( SPONSOIi's All-Media Evaluation 
study, which appeared in 26 parts, has 
been reprinted in hook form. Copies 
are now available at .$1 each. I 



0^ne of those rare opportunities for 
a clean-cut media test came up in the 
fall, two leie\ ision seasons a<:o. Client 
X ( ifie company prefers anoin mity I 
bought the last half hour of Your 
Show of Shows for a one-shot. At al- 
most the same time Client X used a 
double-page color spread in Life. Tom 
CofTin, i\BC research manager, mo\ed 
(|uickly to take ad\antage of the 
chance for a magazine \ s. tv study. 

He felt conditions were right be- 
cause: 

1. The jjroduct was new. with no 
advertising historx in an\- medium. 

2. I he t\' show was one of the most 
popular. 

3. 1 he magazine was the most ])op- 
ular of all that carried advertising. 

I. The campaign was to be limited 
to one t\ half hour and one magazine 
spread. The t\ ad\ertisiMg was to ap- 
pear on f October, the magazine ad 
on 20 October: no other media were 
to be used. 

.5. The costs of the [\ show and 
magazine ad \\cre \cr\ close, approxi- 
matcU S()0,()00 for each. 

Here then was a chance to find out 
which medium could deliver more ad 



im]jre.>-sions per dollar and which \sa- 
more efTe< ti\e in dri\ ing home a sale* 
Mjessage. 

Ad\ertest Kc>earch of New fJrunv 
wick. ^s. J., was retained to make tlit 
stud) . 

Here are the highlights of Ad\er 
test's findings: 

1. More people could remember 
having seen the l\ than the Life ad? 
\ ertising. 

2i More than twice as main i)eo|Slr 
could describe the contents of the l\ 
ad\erti*ing than the Life ad\erlising. 

3. The t\ show was more than three 
times as eflec-ti\e as Life iu dri\iiin 
liome sales points. 

4. Ihe l\' show was equally eflec- 
ti\e with both men and women. A//*" 
less so with women. 

5. Only in general exposure did 
Life exceed the tv show, and e\en thi» 
margin testifies in re\erse against the 
effecti\ eness of Life and in fa\or of 
) our Show of Shows. 

Hon* III** ti'st teas iiKirfc..' Ad\erte?t 
Kesearch conducted 2,908 telephont-' 
interviews in the Xew York area. 
( Non-t\ owners were included. I Of 
the calls. 1.252 were made the da\ 
after the tv show, 1.656 the week fob 
lowing the appearance of the Life test 
issue. Half of the calls following Life's 
issue date were made the first three 
da\s. half seven davs after publication, 
to allow for readership accunmlalion, 
Kespondents were a^ked these sijnple 
(jucstions: 

1. Had the} seen the last half hour 
of Your Show of Shows? ( da\ aftj^r 
show oiih I 

or 

2. Had the\ read the te;-t issue of 
Life? 

3. Did tbe\ recall the a(lverti>ius 
for the new product ."' 

1. Could the\ de-cribe the content? 
of the ad\erti>in<r? 
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iit media test 

m 

^fi," $00,000 tv show. Survey shows 

111,^ of aiiiliciiee\s ahility to recall sales points 



Playback of Contents 



TOTAL SAMKE 



*S RtSUlt Of "Iff E" 



JiS RtSUlT Of TV 




5 



Exposure: Of those interviewed the 
day foUowing the tv show, 25% re- 
ported having seen the last half hour. 
Of those interviewed the week after 
thie appearance of Life, 29% reported 
having read the test issue. Life expo- 
sure was larger, and superficially the 
magazine might be thought to deliver 
a lower cost-per- 1,000. 

Ad rtH-all: It is obvious, however, 
that magazine exposure is not equiv- 
alent to ad readership, just as tv po- 
tential exposure is not equivalent to 
the number of viewers who may be 
watching any particular show. The 
fact is that in the vital "ad recall" 
rating. Your Shoiv of Shows left Life 
far behind in terms of actual numbers 
involved. Here is how they stacked 
up- 

$1 Of the total Life sample, those who 
recalled the advertising in the test is- 
sue came to 12%. Of the total tv sam- 
ple, those who recalled the advertisins 
on Your Shoto of Shows equalled 19%. 

This means that tv was 58% more 
effective in achieving ad recall. 

Since these percentages are of the 
total samples, they tend to hide the 
weakness of the periodical in its com- 
parative ability to make a dent in the 
consumer. For when the "ad recall" 
results are examined in the light of the 
reported readership and viewing, you 
find that the percentage of Life readers 
who rcalled the advertising was 40, 
while the percentage of tv viewers 
who recalled it was 75. In other words, 
less than half of those who read the 
test issue of Life could recall the ad, 
three-fourths of those who saw the tv 
show could recall the advertising. 

Another factor that may tend to dis- 



research 



tort the findings somewhat in favor of 
Life is the fact that 50% of those who 
recalled the Life ad also remembered 
having seen the tv advertising. Only 
half of the Life recallers, then, were 
really new prospects. 

NBC's Tom Coffin reports that he 
compared the responses of those read- 
ers of the Life issue who stated that 
they had also seen the tv show with 
those who had not seen the show, and 
found that the reader-viewer group 
scored far higher on the ad recall ques- 
tions than the readers alone. This sug- 
gests that in reality the tv impact is 
relatively greater than the available 
figures show. 

CiniteiU itlaijhack: Important as ex- 
posure and recall figures are, they 
are oidy a beginning. Once having 
reached the prospect, the advertiser 
faces the question of hou well his 
sales message is getting across. How 
well, for example, could respondents 
describe the contents of the advertis- 
ing they bad seen? First, let us see 
how many could describe the adver- 
tising in each case. The comparison 
is re\ealing. 

Life — of the total magazine sample, 
the percent who could describe the ad 
contents was 7. 

Your Show of Shows — of the total 
tv sample, the percent who could de- 
scribe the contents of the advertising 
was 16. 

Conclusion: In terms of ability to 
achieve remembrance of ad-content, 
the tv show was more than twice as 
effecti\e as the magazine. 

Put another way: only 24% of those 
who read the Life issue could describe 
the ad content; the comparable tv fig- 
ure was 64%. 

It is interesting to note that the 
often-cited ability of a magazine to 
build up readership of an issue with 
{Please turn to page 92) 



Tv show made deeper Impression; tv viewers 
■ could "play back" sales points twice as often. 



Descriptiv* Detail , 



WORDS PER RECAILER 



"llfr UKAUtRS 



TV RECAILERS 




6. 



7. 



Viewers remembered more of actual details 
of product operation than did "Life" readers. 



Recall of Sales Pointsi 



IDEAS PER 100 TOTAL SAMPLE 



"iiFr 



tv 



Number of separate Ideas and sales points ex- 
pressed were added; tv led by three-to-one. 



TV vs MAGAZINE TMPACT 

L(ft - }O0X 






SEAD 'lift.' IKAIL riATIACK 

SAW nOCIUM AOVatl»NO CONTENTS 



3 1 



8. 



"Recap" of figures in NBC TV study shows 
that tv lagged In cost-per- 1 ,000, led otherwise. 
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WliaTs llio clifi'ort'iiee lidweoii "on the lit^acli" 
and "fin llio lfi$>'^'? Keail (lie ilieticinary tci see 

§Po know the di ITcrt'iicc Itclwceii ''on the Ix'acir" iiiid "on 
the lo^".' ir llio ;uis\V(M-'s "do," this installment of si'onsokV 
'Vv J )i('tiona ry/I I andhook will ^ivc yoii the answers. These two 
l'i"e(|neiitly nscd tv IndustrN' terms ai'o anH)ii<ir the words del'nied in 
this issue. lUit >'on'll do more than just increase your vocahnlary 
by i'ea(lin<;- throu<i:h the delinitions in the tv dietioiniry. Vou'JI ^ct 
a new pei'speetive on the many facets of the television industr)" 
today, Thedietionary M'as compiled l)y Herbert True. advertisin<i: 
assistant ])r()l"ess()r at Xotre Daure. The names of the 'SI eon- 
sultaiits and contributors within the tv iudusti'v who helped him 
compilo the dictionary haw a])peare(l previously. 



ON THE LOG Has been entered in the 
studio record or log required by FCC, 

ON THE NOSE or ON THE BUTTON 

Term denoting perfection in timing 
and focus. 




0 



(contijiued'> 



OFF-THE-CUFF Also called ad lib or 
vaudeville. Phrase used in connection 
with productions which are televised 
without script or preliminary camera 
preparation or rehearsal where the 
producer calls for camera switches and 
takes as action occurs. Most on-the- 
scene events and many small station 
studio shows are produced ofT-the-cufT. 

O. HENRY The tag line or climax 
speech of a dramatic sequence consist- 
ing of a surprise or twist ending, 

OLD COW HAND Experienced person- 
nel or staff member called upon to es- 
cort important guests, clients about 
the studios. 



OLEO Any roll curtain or backdrop. 

OMNIES Unrecognized crowd voices. 

ON CAMERA Talent or object is on 
the air — being televised. 

ON THE AIR Program in process of 
telecasting. 

ON THE BEACH Not employed or not 
working steadily at moment. 

ON THE BOARD The engineer or per- 
sonnel on the control board or assigned 
to control room at that time. 

ON THE HEAD Show which starts ex- 
actly on scheduled time. 

ON THE LINE Meaning acceptable pic- 
ture is leaving here on the way to the 
transmitter for teleca.sting. 



ONE AND ONE Instructions to an or- 
chestra to play one verse and one 
chorus of a musical number. 

ONE AND TWO Instructions to or- 
chestra or soloists to play or sing one 
verse and two choruses of a number 

ONE SHOT ( 1 ) Picture of a single sub- 
ject, person or object filling picture 
screen. (2) A script complete in one 
installment. (3) A single show not part 
of a regularly telecast series, as The 
March of Dimes. Red Cros.s. Nationals 
Safety Week shows.. 

OPAQUE A complete slide as distin- 
guished from a transparency. (See 
Slides.) 

OPEN COLD To open a show without 
(a) theme: (b* musical introduction: 
< c) rehearsal. 
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OPEN END A tv kine, film or show 
that leaves the commercial spots blank 
to be filled in at the point of broadcast 
I or telecasting. 

OPEN LEFT or RIGHT Command to 
place subject to extreme left or right 
j of planned picture or camera pickup. 

OPTICAL A trick effect done mechani- 
cally, permitting the combining of two 
' or more pictures or film frames in one, 
creating wipes, montages, dissolves, 
some fades and other effects. (See Spe- 
cial Effects.) 

OPTICAL EFFECTS Changes of the 
photographic image as filmed in the 
normal motion picture camera, pro- 
duced in an optical printer. 

OPTICAL PRINTER (1) Device for en- 
abling images from one film to be pho- 
tographed onto another film by means 
of a lens. (2) Used in making reduc- 
tion prints and for special effects and 
trick work. 

OPTICAL LENS Lens focusing image of 
scene to be televised on the light-sensi- 
tive plate of camera tube. 

OPTICAL VIEW FINDER Device on tv 
camera used by cameraman to accu- 
rately frame and focus scene or object 
to be televised. Now obsolete. A finder 
is supplied with a Zoomar Lens. 

ORIGINALS Dramatic scripts written 
for television as opposed to adapta- 
tions, which were written for another 
medium. 

ORIGINATE (1) To issue a show from 
a particular location. (2) To have been 
the first to conceive and record a basic 
tv idea, plan or technique. 

O'RTHICON Very light sensitive RCA 
camera tube used in all cameras ex- 
cept film cameras which use the icono- 
scope. 

O.S. Script direction meaning off 
stage. 

OSCILLOSCOPE Electronic tube for 
viewing the picture output of a camera 
chain. Usually used to evaluate and 
control shading operators. 

OUT A script term tb show the end 
of sound or music. 

OUT IN THE ALLEY Obstructed or out 
of the range of the camera or mike. 
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OUT OF FRAME A motion picture pro- 
jection term to denote a fault when 
the film is not properly threaded over 
the sprockets which results in half a 
picture or two adjoining frames both 
on the screen at the same time. 

OUT SYNC (1) When the tv image on 
a receiver screen is seen to roll verti- 
cally or horizontally. It is usually the 
result of the receiver circuits being out 
of synchronization with the trans- 
mitted signal. (2) When sound and 
action are not reproducing correctly 
or in synchronization. (3) Performer's 
lip movements are not synchronized 
with the sound. 

OUTLINE Also sjmopsis or scenario. 
The first briefly written account of a 
show or film in general terms. The 
writer need not be a tv expert. 

OUT TAKES Shots which are discard- 
ed as unusable. 

OVERBOARD (1) Too much of any- 
thing. (2) Tv show which exceeds its 
allotted time. (3) An excessive or over- 
acted characterization. (4) Overcut, 
over-portrayed, or, in music, over-in- 
tensified. 

OVER FRAME Term to indicate that a 
speaker's voice or sound is heard, but 
the source of the sound is not seen in 
the frame of the picture. 

OVERLAP Also known as dissolve or 
optical. Shot in which view from one 
camera is combined with another. 

OVER MUSIC Voices or sounds heard 
over a music background. 

P 

P. A. Public Address. Loudspeaker 
wire system used in tv studios, usually 
for directions to people who are not 
wearing cans. 

PACE Rate of over-all show, music, 
skits or delivery of lines. A variation 
of pace is used to express a variation 
of thought. 

PACKAGE A special show or series of 
shows bought by an advertiser (usual- 
ly for a lump sum) , which includes all 
components ready to telecast. 

PAD To add action, sound, any mate- 
rial to fill the required on-the-air time. 

PAN 6r PANNING Gradual swinging 
of camera to right or left across a 
scene to see segments of the scene as 
camera moves. 

PANEL Master tv or radio control 
board. Usually in master control room. 

PAPIER-MACHE Substance made by 
combining paper, glue and water and 
usually cooked. Pi'om it are molded, 
usually over a wooden or wire-netting 
base, three-dimensional, irregular 



fliclioiKiiM/ llaiulluutU tcitl 
be reprtiifcd in boolc form 

After the complete Tv Dictionary /Handbook 
has apjicared in installments in regular 
issues oj si'0\fS(jn it will be reprinted in 
book form. The book is designed jor your 
convenience as a reference; cost is $2 
each. Yoa may reserve your copy now 
by ivriting to Sjwnsor Services Inc., 
to East 49 St., New York 17. 



snapes such as statues, friezes, rocks, 
plaster decorations or wood carving 
effects used in tv sets. 

PARABOLA or DISH PAN (1) Special 
direction microphone mounting, usual- 
ly circular in shape, to pick up crowd 
noise, band music. (2) Circular object 
used in picking up or throwing out tv 
microwave. 

PARALLEL Base of a platform which 
is hinged so that it folds together for 
easier striking and storage when the 
flat top of the platform is removed. 

PARALLEL DEVELOPMENT Device of 
narrative construction in which the 
development of two pieces of action is 
represented simultaneously by show- 
ing alternately first a fragment of 
one, then a fragment of the other. 

PARTICIPATION PROGRAM (1) A sin- 
gle tv show sponsored by more than 
one advertiser. (2) A program in which 
the audience takes part. 

PARTICIPATING SPONSORSHIP In ra- 
dio and tv an arrangement whereby 
two or more advertisers join in spon- 
soring the same program. 

PATCH IN To tie together electrically 
camera chain, mikes to form circuit. 

PAY OFF or PAY OFFS (1) Solution to 
plot of a drama. (2) Tag line of com- 
edy gag. (3) Final music selection to 
conclude scene or act. 

PEAKS High points in the technical 
variation of visual or audio portion of 
tv show which may or may not be ad- 
justed in the control room "before 
transmission. 



PEDAL PUSHER The organist who 
plays background or incidental music. 




(Dictionary continues page 112) 
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luto radiu repairman sells 'em 



LiiQQmm 5757 '^^^"^ 

■ AUTO HADIOIWHOLISALE '"^O'®* 



1 




i 




Detroit auto accessory ^»tore uses d.j. 
H participations twice a clay to tell motorists 
about "five-HiInute stop" repair service 



I'oint oj use selling means gelling your 
message lo a consumer while he's 
using your product. A new MBS sludy, 
llie Ward Daily Living Ilabils Survey, 
helps adverlisers apply I his principle 
by pinpointing the audience at various 
times of the day {see 4 October 1954 
SPONSOR, page 44) . The story below 
tells how a local radio advertiser — an 
auto accessory shop— -puts the point- 
oj-use concept into practice. 



^^'^hat'p the best liiiie to sell an auto 
radio repair jol) to a car owner? 

It's while lie's in his car, listening 
to the radio — and nu)st aware of its 
faulty performance. 

That's the theory behind the highly 
efTe< tive radio advertising used by a 
Detroit auto accessory and sporting 
goods store, Auto Radio Wholesale. 
The firm buys auto radio to sell car 
radios and it> < ar radio repair services. 

Auto Radio Wholesale has been hit- 
ting < onsuiiiers with its auto radio mes- 
sages while tlie\'ie listening in their 
cars sin<e February 1953. It allocates 
about 75'; of its total advertising 
budget to reach men driving to and 
from work. The radio budget goes for 
fi\e morning and fi\e afternoon par- 
ticipations weckU ill two CKLW disk 
jo(ke\-t\pc shows. 

\\ alter \b Clelland. ownier of Auto 
Radio \\ liole-ale. believes the timing 



of his radio messages doubles their 
punch. "I never realized that radio 
could produce so many prospective 
buyers," he says. "It's a mistake on 
my part that I didn't get into radio 
advertising years ago." 

McClelland's enthusiasm about ra- 
dio is borne out by his sales volume 
figures. Before starting his CKLW 
schedule, the 22-) ear-old firm's record 
sales volume was S3C6,000. Now, it's 
grossing a healthy S500,000-plus each 
year^ — a 39% increase. 



Incidentally, Auto Radio Wholesale 
has no agency or advertising director^ 
The firm's radio programing schedule 
and commercials are the joint effort 
of McClelland and the CKLW staff. 

Although McClelland carries a 
complete line of sporting goods rang- 
ing from fishing rods to gu.ns. the 
backbone of his business is the sale of 
auto radios and his auto radio repair 
service. McClelland had long felt 
drivers procrastinated when it came to 
{Please turn to page 74) 



Auto Radio Wholesale's owner, Walter McClelland (center), got 39^0 sales Increase! 
with D.J.'s Eddie Chase (left), Toby David. Both are veterans in Detroit, have listener loyalty 



case history 
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and now... NBC takes you to 

NEW YORK 
LOS ANGELES 
\and WASHINGTON, D. C. 

I 

NBC radio and television 

• * * 

— a service of iRO^ 





This is Ben Grauer reporting from New York . . 



as of October 18, the FCC has authorized ^^J^^ |^ 



If 

i 



to change its call-letters to 



WRCA 660 



and 



WN 



channel 4 



to change its call-letters to 



WRCA -TV channe ' 



Only the call-lcttcrs arc changed. In New York, 
radio advertising still sells best on 660. . . 
television advertising still sells best on Channel 4. 

and now to Los Angek 



WRCA 660 • WRCA-TV CHANNEL A • REPRESENTED B Y |x • « M 




is Jack Latham reporting from Los Angeles . . . 

as of October 18, the FCC has authorized |k ■ ii jm 

to change its call-letters to Jj, / 

Only the call-letters are changed. In Los Angeles, 
television advertising still sells best on Channel 4. 



and now to Washington, D. C. 



KRCA CHANNELS • REPRESENTED BY IXBd Sl»OX SM.KS 



This is Richard Harkness reporting from the Nation's Capital . . , 



as of October 18, the FCC has authorized 



to change its call-letters to 



WNBNAA channel 4 



W R C -TV channel 4 



Only the call-letters are changed. In Washington, D. C, tci 
advertising still sells best on Channel 4 . . . radio advertin 
still sells best on WRC-TV's sister station, WRC9S0. 

ft 

WRC-TV CHANNEL 4- • WRC 980 



WRCA, WRCA-TV, KRCA, y\/HC-TV a service of 



REPRESENTED BY 



(3) 
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jVcil? ilji»velopmeitts on Sf^ONSOR stories 



HD 
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^t'O: Canadian Kailio &■ Tv 

I.*»*»IU»: 23 August 19.j4, pagii 75 

Slll*jt'*'(r What i» liapix'iiiiig to radio in 
(ianada 



'■t\'herever you go, tlicreV radio**— iti Catiatla too. Or. to put ft 
J the way Canadian c-tatinn representatives put it, "especially in 
J Canada." 

To point up liie place of radio in Canada's ad\ertising world 
loday, All-Canada Radio Facilities Ltd. has prepared a book called 
The Lislenirig Millions. 

The book begins by noting that '"not so long ago, a radio in the 
home was considered almost a luxury."" On ibe next page, it says 
that "Now. wherever )ou go there's radio— kitchen, car, bedroom, 
cottage, train, living room, workshop, office.'' 

The next subject — programing. "Not so long ago. " says the 
book, "radio stations and ad\ertisers were not aware of the impor- 
tance of catering to the likes and dislikes of the listeners. \ow — 
across Canada radio stations are identifietl with and have become an 
integral part of the communities they serve." 

The book notes that "in 1953. Canadians spent over S52 million 
for over 600,000 radios." 

"Not so long ago. broadcasters knew very little about merchandis- 
ing the products advertised over their facilities," is another point 
made in the book, "Now, radio stations promote and merchandise 
advertised products iij many ways. . . . ' 

Next comes the All-Canada commercial. It says that "Not so 
long ago. the radio station representative was more concerned with 
his sales effort and overlooked the importance of supplying market 
data and station information to client and agency. Now." says 
All-Canada, "the radio station representative recognizes the growl- 
ing need and importance of providing clients and agencies with up 
to the minute station and market data. ' 

The last part of the book consists mostly of facts and charts (com- 
bined with illustrations I about the Canadian market. Winding up. 
the book says that "Radio is an established selling medium, radio 
set sales are steadily increasing, radio listening is enjo\ed bv the 
masses anywhere and everywhere at all times. Radio is the lowest- 
cost mass circulation medium."' * * * 



Soo: .N<{ji"<» Radio Si'ction 

I.S.SllOt 20 September 1954, page 47 

SlliljcCt: Status report on INegro radio 



One of the largest groups of Negro radio stations sold as a net- 
work is being offered by Keystone Broadcasting System. 

The network has 769 affiliated stations, of which 226 are offering 
Negro programing. More than l,12o station hours per week of 
Negro programing is offered by the stations, according to Ke\ stone, 
or an average of five hours per week for each of the stations. 

KES says that 74.1 '^.r of the stations are located in areas with 
or more Negro population. More lhan half — 56.2'v — are lo- 
cated in counties w ith 20' < and more Nsgro population, and 36'^T 
of the outlels are in counties with 30' t Negroes. Almost one-fifth, 
tays Ke\ stone, are located in counlies with 40' v or mor^ Negroes. 

Even those stations with less than 10' ( Negro po]iul t'on are im- 
portant Negro outlets because the\ are in den^eh po'iu'aled are.T' 

★ ★ 





nothing's 

too good for that 
wonderful, 

wonderful 
greater 

WHEELING 

audience! 

Yes Sir, the best is none too good 
for the WTRF-TV audience. That's 
why 26 new programs made their 
PREMIERES and 40 old favorites 
have returned to WTRF-TV. Adver- 
tisers realize a whale of a selling job 
is being done on Wheeling's BIG 
station— backed up by hard hitting 
promotion and merchandising. Al- 
though we are practically SRO at 
night some choice day times are 
still available. Call Hollingbery or 
Wheeling 1177 for full details. 




Latest 
V/hesltJig-SteubenviHe 
Pulse result 
now available! 

Call Ko]iingbery 
for detaiSs 



WTRF-TV 

WHEELING, W. VA. 
Channel 7 • 316,000 Wotts 

NBC Primary -ABC Supplementary 

Represented by Hollingbery 
Robt. Ferguson • VP & Gen. Mgr 
Phone WHeeling 1177 



,/,■ . o!(h TV 
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FCC making speedy grants 
as tv backlog thins out 

// (lilt 1(1 Iniild (I urn Ir station ':' 

is.sitiniii^ there' s itot a iiintitdlly-e.xeliisii e (ipiilten- 
tion (ilready on file (it FCC. mhi iikiv he ahh' to f^et a 
eonstnicttoit peiinit from the Com mission uithiii a fort- 
night after filing Sour (if)ftlie(ition. 

Is the listing hclon indicates, the niiinher of <!r(iiits for 
lien stations nhieh has run as hi<^h as 10 or 15 ii neeh 
has reached a hwelinii off. That's heranse the floir 



of applications for stations has been reduced tci m 
trickle. Some iieeks go by nhen FCC doesn't reeu 
one application. /Is a result the Commission has far( 
up the backlog of applications, except for those 
for hearing. 

AiuUher fact pointed up by the listing is that tif<\ ( 
the .stations going on the air today are in secoiulo 
markets: Cape Cirardeaii, Florence, Tyler. This 
because all major iiuirkets iioiv hare at least one sl it 
In operation ( many now hare lu o or more on ihn 
It is estimated that nearly every market of 75.00 o 
more is within range of at least one tr' signal. 




I. Vt'ic .viofioti.v on air* 



CITY L STATS 



CAPE GIRARDEAU, Mo. 



FLORENCE, S. C. 



TYLER, Tex. 



CALL CHANNEL 
LETTERS NO 



KFVS-TV 12 



WBTW 



KLTV 



ON A I R 
DATF 



ERP (kw)*" 1 Antenna 
Vliual <(t)'" 



NET 
AFFILIATION 



SI NS. 
ON AIR 



SETS IN 
M AHKETt 
lOOO) 



PERMITEE i. MANAGEH 



10 Oct. 



3 Oct, 



14 Oct. 



85 990 CBS 



316 790 CBS 



100 520 ABC 



a NFA 



f NFA 



1 28 uhf 



Hir&ch Br»aitcutlng Co. 
Ouai- C. Hlrtch. prct. 
Robert 0. Hindi, gen. 

mgr. & chief eng. 
Jafk Ramey. eommerctal 

mgr. 

^iderson Standard Broad^ 

easting Co. 
Joseph M. Bryan, pres. 
Chaj-les H. CrutchAeld. 

tiK. V P. t. gen. mgr. 
John Brock, commercial 

mgr. 

J. William Quinn. mifg. 
dir. 

Mclvin Purvis, manager 
Robert L. Rierun. pgm. 

dir and ftlm buyer 
Emil A. Sellars. chief 

eng. 

Lucille Ross Lansing. 

permittee and pres. 
Marshall H. Pengra, gen. 

mgr. 

Robert Norrls. pgm. dir.. 

and film buyer 
Hudson Collins, chief eng; 



II. iVeic eottstvuctlon permits* 



CITY A STATE 



BINGHAMPTON, N. Y. 



FORT WAYNE, Ind. 



PETERSBURG, Vo. 



CALL (CHANNEL, 
LETTERS NO. 



WINR-TV 40 



WANE-TV 69 



DATE OF 
GRANT 



29 Sept. 



29 Sept. 



1 Oct. 



ON-AIR 
TARGET 



ERP (kw)' 
I Visual 



I Antenna 
(ft)"' 



stations' „setsin^ 
°'' I (000) 



190 560 1 



99 432 22 



316 158 0 



PERMITEE & MANAGER 



294 vhf 



93 uhf 



NFA 



Southern Tier Radio Ser- 
vice tne. 
Donald W. Kramer, pres. 
E. R. Vadeboncoeur. v.p 
Donald J. Duvall. tec. 
Nelson L. KIdd, treas. 

Radio Fort Wayne Inc. 
C. Bruce McConnell. pres. 
Robert B. McConnell. 
v.p. 

Stokes Gresham Jr.. v 
Frank E. McKlnncy. 
treas. 

Earl H. Schmidt, sec. 

Petersburg Television 
Corp. 

Thomas G. Tinsley Jr.. 
pres. 

Irvin G. AtKlofT. v.p. 
H Carter Myers Jr*. 

VP 

Alc-vander Hamilton J^ 
s<e. 

Benjamin T. KInsry. 
treas. 

Jsmes L. Dodd, ast^t. 
see. 



r. 10 
»1 



H«(( -eft. 



Bell 



BOX SCORE 



I . S. slali'ons 
tlonolnln and 
On. ".'>) 

\l(irhrls Coirrcd 



on air, iiicl. 
titishti ( 1 ■) 



2 Id 



I'ost-jreeze c.p.'s ranted (ex- 
cluding 32 ediicalional iiranis; 
8 O.i. V)!) 
Graniees on air 



Tv homes tii I . S. (1 .-tup. 

•51) :u.(m(:.oooi 

l .S. homes with tv sets (1 

A a p. '.SI) «.1?o' 



*noth new cp.'s tn<l nations e< InK <>n the air IMte<l hrrp are tli(M.r whirh orcurro.l Ijclvrccn 
21 Soft «nd S O. I or on ulil. h I iformnilon roulil be <ki>t.tli)< i| In iliat i>i*rlnt| SrAllimii tro 
coa Urrrtl lo b« on thf air when commercial r»pfrtitlf>n sl.irti "KfTt-rtlve rmtlalcl pmver Aural 
pwer u<uall.v Ii one half tin* Tl<ual pm^cr * * * .\ nit'inife helclil abiwe aii'race terrain (not 
abfno BrrMjn'l). tlnrnrmalhm on the nuint^r nf tvtt. In markets uhen* not •li'<lrnatcMl a.i ht^liii; 
from NIK' Ilf*earch. omlsti 4 cfitlmAtn from the siaihmi i)r rep* an<l niU'.t lu> ilccrned apprcxl 
mate !l>at!t fr<ifii \ IIC K'^^eafrh and l^lnniilne PormilnBrfi bn«nl (in honirs with and 
homci In t v < over ago area* art ronsHefe-l uti|>ro\ Imately ' ) n ninsi cu-^vt. the ri*tirr^ntat Ire nf a 



radio ^tatli>n wlilrh |s cranled a e.p also represent* the new tv nfieratlmi. .^'we al pr*»* 

1 1 \s tri'nerally loo early to conrtrm tr rmre^coitailres of mn*t cranteef . SPONSOR U** 

rrpR of tJie radio stathms In this column iuhen a radio elation has been fiven the tr rr 

NF.\ N.> flciires a^allahlu at pre^stlme on soli In market ^ 

'TliU number In ludes eiants to pern>i'''»'cs Mh> have slnic surrcn lercd their c p *i or »M 

hjd them \oldc I by I'CC 

= ln< liKles Waterhht, Ind 



KTVU 



HALF A MILLION WATTS FROM HALF A MILE IN THE SKY 

Channel 36 

gives grade A coverage of 

SACRAMENTO 
STOCKTON 

and 

MODESTO, CALIFORNIA 

A market area of over a million people with over 112,000 UHF television homes 



525,000 watts of ON THE AIR power 

affiliated with 

NBC-TV 

with the best of live network 



KTVU 



36 NBC-TV 

Representetl hy GEORGE P. HOLLINGBERY COMPANY 



THE NATION'S MOST POWERFUL TELEVISION STATION 
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The Color-TV Film Camera that outmodes all other approacli 



*TP.6BC 

16mm Professional 
Film Projector 




*TP-3B 

bisk 2x2 

Dual Slide Projeci 




NEW SIMPLIFIED 
DESIGN 

The RCA TK-26A uses 3 small, 
inexpensive Vidicon cameras to 
handle red, green, and blue in- 
dividually (see diagram)— and a- 
fixed Icns-and-dichroic mirror sys- 
tem—for handling color separa- 
tion. Electronic control assures 
precise registration of the three 
cameras for day-in, day-out opera- 
tion. Here is the color film system 
that not only handles 16- and 
35-mm motion picture film — ^u/ 
slides as well I 



UNMATCHED 
PICTURE QUALITY 

Resolution and stability are un- 
matched by any other approach. 
Gamma is ideal — needs virtually 
no correction. Color fidelity 
equals the high-quality standards 
set by RCA's studio color camera. 
Exceptional stability and precise 
picture registration are character- 
istics that assure simplicity and 
ease of operation and a minimum 
of maintenance. Ample reserve 
of light assures best possible pic- 
tures from the densest of films. 



NEW, EASY 
MULTIPLEXING 

As simple and straightforward 
as any monochrome arrangement, 
the TK-26A includes all facilities 
needed for color film program- 
ming — slides, film, and multi- 
plexer. You can interchange 
slides, and 16- and 35-mm film — 
just like you do with black and 
white. 



EMPLOYS STANDARD 
TYPE PROJECTORS 

RCA's TK-26A Film Qmet M 
tem works with standard p 
television projectors such i** 
RCA TP-6BC. You get ul 
light to handle dmse fiini) " 
at the same time you avoid 
plicated projector equipmtK" 
volving moving optical tj 
RCA's equipment operites *\ 
"station tested" reliability. 




jp view of th'^ 
RCA's remark- 
Color Film Cam« 
t of the 3-V (s the 
onary new, in- 
Vidicon Camera 
.'A-6326! 



RCA TK-26A 

NOW, "STUDIO REALISM" IN COLOR 
-WITH 16MM, 35MM 
COLOR FILM AND SLIDES 

The search for high quality in a Color-TV film and slide 
camera is ended ! 

After several years of intensive work with almost every 
conceivable approach to color film and slide reproduction, 
RCA Broadcast Design Engineers have now produced a 
superior film camera system matched by no other. This is 
the color film system that has outperformed , * . flying-spot 
scanners . . . fast pull-down systems . . . continuous motion 
arrangements . . . in actual side-by-side tests at the RCA Engi- 
neering Laboratories. This is the color film system that RCA 
ha.s BOW 'adopted over its own previous "flying-spot scanner." 
For complete technical information on the TK-26A — the 
remarkable RCA J-Vidicon color film camera that outmodes 
all other approaches— call your RCA Broadcast Sales Repre- 
sentative. In Canada, write RCA Victor Ltd., Montreal. 



Important for Station Men— new brochure on 
RCA's 3-Vidicon Camera Chain. Free, from 
your RCA Broadcast Sales Representative. 



RCA Pioneered dncf Developed 
Compatible Color Television 




M 1 



H«Miiiiiiii>mii!iiniiiiiiiii^^ 



Tv film shows recently made available for syndication 

Programs issued since June 1954. Next chart will appetjr JS November 
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Show nimt 


Syndicator 


Producer 


Length 


No. in series 




Show name 


Syndicator 


Producer' 


Length 


'No. in Mrl 



ADVENTURE 



INTERVIEW 



Adventure Album 


Interstate 


Toby Anguish 


15 mm. 


26 


iungle Macibre 


Radio i. Tv 


Radio & Tv 


15 min. 


52e 




Packages Inc. 


Packages Inc. 






Mindrike the 


ABC TV 


Atlantic Proil. 


30 mIn. 


26T 


Miglciin 










Pittport to Danger 


ABC TV 


Hal Roach jr. 


30 m|n. 


26' 


CHILDREN'S 


Adventures of 


Danny Lee 


Irwin Rosee 


15 mIn. 


130 


Danny Dee 










Boy's Railroad 


Association 


Association 


15 mm. 


6 


Club 


Films Inc. 


Films Inc. 




Let's Draw 


G«o. Bagnall 


Frank Webb 


1 5 min. 


52 


Playtime with 


Sterling 


Jerry Bartell 


15 mIn. 


13 


Jerry Bartell 










World of Wolo 


Geo. Bagnall 


New Albion 


15 mIn. 


13 



Spotllte «f Melly. Geo. Bagnall 
wood 



Hollywood Spot- 15 mIn. 
lite Newsflim 



MUSIC 



Florlan ZaBaeh 
Sliowi 

Frankle Lalne 
Show* 

Horace Heldt 
Show* 

The Guy Lombardo MCA 
Show 



This Is Your 
Music: 



Guild Films Guild Films 30 nln. 

Guild Films Guild Films 30 mlD. 

Consolidated Tv Geo. Bagnall 30 mIn., 

MCA 30mln. 

Jan Prod. Barrett 30 mln, 



Films 



NEV/S 



» 
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Meet Corliss 
Archer" 



COMEDY 



Ziv 



Meet the O'Briens OITiclal 
The Little Rascals Interstate 



Zlv 

Roland Reed 
Hal Roach 



30 mln. 

30 mln. 

20 mln. 
10 mln. 



39 



39 
100 



Adventures In Sterling 
the News 



Answers for 
Americans 



Telenews 



PANEL 



Fatts Forum 



Hardy Burt 



IS min. 



30 mln. 



■26 



52 



DOCUMENTARY 



SPORTS 



Impact 

Tenth of a Nation Essex Films 
Where Were You? UTP 



Natl. Telefllms Herbert Breg. 

stoln 



60 min. 



American News- 15 mln. 
reol 

BIng Crosby 30 min. 



DRAMA, MYSTERY 



^ aughton 



26 
26 
26 



All Star Theatre 


Screen Gems 


Screen Gems 


30 m|n. 


76 


Celebrity Theatre 


Screen Gems 


Screen Gems 


30 mln. 


78 


Conrad Nagel 
Theatre 


Guild Films 


Andre Luotto 
Prod. 


30 mln. 


26 


His Honor. 
Homer Bell 


NBC TV 

Film 


Galahad Prod. 


30 mln. 


39 


Hollywood to 
Broadway 


Atlas Tv 


Demby Prod. 


30 mln. 


13 


Man Behind the 
Badge 


MCA 


Procktor 


30 min. 


39 


Mayor of the 
Town^ 


UTP 


Gross- Krasno 


30 min. 


29 


Tales of Tomorrow 


TeeVes 


G. Foley 


30 mln. 


26 


The Eddie Cantor 
Theatre 


Ziv 


Zlv 


30 mln. 


39 


The Star and the 
Storyi 


OfDelal 


♦•Star Prod. 


30 mln. 


39 


The Whlstleri 


CBS TV Film 


Leslie Parsons 


30 mln. 


39 


EDUCATIONAL 


Pofular Science 


Interstate 


Jerry Fairbanks 


15 mm. 


77 


This Is Charles 


TeeVee 


Gregory- Harris 


15 mln. 


26 



All-Amerlcan 
Game of Week 

College Grid 
Classics 



Greatest Fights of Mannle Baum 
the Century 



Sport svlslon 
Vitaplx 



Pro Grid 
Classics 

Sports Mirror 

Telesports 
Digest 

The Big Fights 

This Week in 
Sports 

Touchdown 



World's Greatest 
Fighters In 
Action^ 



EiTterprises 
Vitaplx 

Geo. Bagnall 
MCA 

The Big Fights 

INS 

MCA 

The Big Fights 



Sportsvlslon 

Ray G ordon 

Allan Black 

Ray Gordon 

WIckhajn Film 
Tel Ra 

The Big Fights 

Hearst- 
Metrotone 

Tel Ra 

The Big Flghtt 



30 mln. 

ISmln^ 

15 mln.. 

15 mln. 

15 mln. 
30 mln. 

60 mln; 

I J min-. 

30 m(ji. 

15 mln. 



VARIETY 



Date with a Star< Consolidated Tv Geo. Bagnall 15 mln. 
Movio Museum Sterling Blograph 15 mln. 



WOMEN'S 



The Sewing 
Room' 



Zahler Films Centaur 



15 mln. 



Not set 

13 
52« 
13 

13 
39 

52 

52 

13. 

J2 



% 



i.>*i>l'l 10 nholntold hi California. N Y C. Nen- Haren and ninshamion. Other markets available for sale (o local sponsors 'Sold lo Partdc Telephone In California 
\V«»lihiiiton and Oresim Oilior nmrkots atallahic to local sponsors. ».\Tallable In color. •.\ral!ablc 1 Stptcmbcr. 'Formerly kno«n as Greatest FUbls Inc. 039 in (Hark A 
sthlte; 13 In color, 'tlcady 13 Oct, 1951 s.Vnothtr 52 In production. SPONSOR tnvlioj all it illm sjudlraiors to send Informtllon on new films. 
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{See film notes, page 56) 



SPONSOR 




FIRST CHOICE 



with Spenser and Stalien . 




With more and more money Invested in film, 
advertisers are demanding better and better 
projection — insisting upon maximum quality at 
the tube — quickest possible reaction to setting 
messages. As a result, they favor stations using 
the Eastman 16mm. Projector, Model 250. 



Six reasons why the EASTMAN 
I6MM. TELEVISION PROJECTOR, 
Model 250, rates A- 1 with everyone . . . 

1. Variable Transformer permits raising or lowering 
level of illumination to accommodate material used. 
Tungsten light source — protected by standby lamp, 

2. Increased Signal Strength: Optical system allows 
use of high red and infrared absorbing filter. 
Assures clearer pictures, greater signal strength. 

3. Still-Frame Projection: With unwanted radiation 
removed, and separate drive for shutter, single 
frame of film can be left indefinitely in gate. 

4. Refined Sound System with low flutter and 
distortion gives optimum results for either emulsion 
position. 

5. Projection Optics: An f/1.5 optical system 
corrected for the 12:1 magnification required by 
television provides truly high resolution. 

6. Lower Maintenance. Heavy-duty mechanism 
designed for long life, trouble-free operation, minimizes 
repairs. Model 250 is available for prompt delivery. 



For furtt)er information address: 
Motion Picture Film Department 

Eastman Kodak Company 

Rochester 4, N. Y. 



East Coast Division 

342 Madison Avenue 
New York 1 7, N. Y. 



West Coast Division 

6706 Santa Monica Blvd. 
Hollywood 38, California 



Midwest Division 

I 37 North Wabash Avenue 
Chicago 2, Illinois 



pi 



1 



f. Estimate your total cost per 
print for the round trip — to sta- 
tion and return. If you know your 
total cost, enter here: $ 

If not, here's a check list of steps 
performed by Bonded to help 
you estimate your total cost. 
Enter what you think your cost is 
for each service, skipping those 
you do not now receive. 



Atloching leoders 
Mounting on reels 
Inserting commerciols 
Cost of conloiner, reels 
Shipping 

Print Control Record 
Conf irmotion of woybills 
Immediole check in on return _ 
Exominotion ond repoir 
Cleoning 

Reitiovol of commerciols 

Report of print condition ^ 

Storoge 

TOTAL $_ 



^, Next, estimate the number 
of prints (programs, features, or 
commercials) you use in an av- 
erage month. Multiply. Put the 
total here. $ . Don'f 

jusf groan, move on fo Sfep 3. 

3» Now phone, or write, for a 
Bonded TV Film Service estimate 
and plan for handling your film. 
It costs you nothing to find out. 
And— -whether your needs are 
large or small, whether you now 
do your own film handling or not 
— you will find that Bonded can 
do the job better and cheaper. 



B^DED 

TV FILM SERVICE 



LOS ANGELES 

904 N. lo Cienego 
BR 2-7825 



NEW YORK 

630 Ninth Ave. 
JU 6-1030 



f 



ites" 
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Itoftfut slutus rtttt' hlfjb: Rminiiig 
llic >aiiie i-liow over a jjeriod of fi\e 
<»r >evcii (la\- Jja\« ofT in high cuiiiu- 
hili\c rnliiij;- f<jr the acl\ erliscr s nu's- 
sage. 

Thai's the re|)()rl froin -lalioii? 
which repeal the same movies o\cr a 
week s si)aii. WOH-TV. Xew York, 
says the flrsl of il> Million Dollar 
Movie series. Magic Town, got a cu- 
iiuilati\e I'ul^e raliiig of 70.7 for 14 
e\eiiing and two iiialinee perform- 
ances. KllJ-TY. Los Aiigele*, re])orls 
its Channel 9 Movie Theatre showing 
of Miracle of the Bells gol a < umula- 
ti\e ARB rating of 62.2 duriiig tlie 
five nights it was shown. 

"The only wa\ a local slalion can 
compete wilh to|j-flighl network pro- 
graming." said a W OR-TV s|j<)kesnian. 
"is to amortize the cosl of top enler^ 
tainment over a period of a few days. 
And ahout the onh wa\ a local station 
can huck u|) against network rating;; 
is lo sell euinnlati\e ratings. Our new 
Million Dollar Movie series accom- 
plishes hoth <)hjecti\ es. ' 

WOK-TV sa\s the first of the scries 
reached a total of 3,110,ii00 homes. 
On the ha-is of less than two \iewers 
per set. lliat's about six million people 
reached. 

"To reach a comparable audience 
in a mo\ ie theatre, ' -a) s the slalion, 
■"vou'd ha\e to fill the world's largest 
theatre, Radio City Mu-ic Hall. fi\e 
times a da\ se\en da\- a week for 
29 weeks." 

The WOll-TV moxies are ?hown 
from 7:30-'J:00 p.m. and 10:00-11:30 
p.m. >c\en niglils a week. In addition, 
there are two matinee |icrformances 
4:3O-():O0 |).ni. Salurda\s and Sun- 
days. 

\\OK-T\ sells iniiuile parlicipati(nis 
in llip moxies and has in-tituled what 
it calls a "Grand IMan " for the sale 
of 20-se<.-(»nd annomicements adjacent 
to tlie nio\ ie. \n ad\ erliser gels eight 
such qiiiekic amionncements spread 
llirouslmni the week for Sl.OOO. * * * 



i irsi ltf» tK fiJiii sfrff.v; The firs 
television film series ever to be sho 
in 31) is ex])ected ttj go into syndica- 
tion earlv next month, according Ici 
the |)roducer. Broadwa\ Angels, lnc.| 

1 he series. Anf^el Auditions, coii-ists 
of .scenes from \arious plavs to lie 
shown on Rroadwav during the cur- 
rent season. There will be 39 half, 
hour films in the series. S\ndi<ator 
i> l^lliot H\nians. 

Tele\ie\\ers watching the films with 
special 31) glas^(,;s will gel a 31) effect 
on the s< leen; without the gla-jes. 
\iewcrs will -ee a >-landard 2U |)iclure. 
The 2I)-31) coin|)atihle jjrocess wa- de- 
\elo|)ed h\ L. 1'. l)udle\. formerk hi 
(barge of ^tereos<;opic photographs 
f(jr the Brili-h Admiralt) Re-ean li 
Laboratories. Ho\ >u|jer\ ising th«- 
filming of the serie-. Sjjecial 31) tr 
glas«ev are l<» go on -ale in drugstore- 
ihroughoul the ciiunlr\ b)r about .S0<-. 

■* * ♦ 



Color shootiutf r/iiif/<>: Should \ou 
u<e long shots in -hooting color film? 
Can \<)U get good black-and-white 
|)rints from color negali\e«? 

1 he-e are -ome of the (juesti<»nf an^ 
-wercd in CBS T\ new "'Color tele- 
\ision film -booting |jractices " booklet 
lo guide the network's clients and their 
agencies. 

The booklet di!'( ir--es the fine jxrints 
of color film staging, lighting, camera- 
work, film and sound track-. 

Here are fi\ e of the lijis it g.i\ es on 
color film production: 

1. Costumes and bach grounds should 
contrast u ith flesh tones. L rdo^s a per- 
former s skin contra-ts in hue and 
brightness wilh bis < loibe;; and the -et 
background be won't stand out from 
the rest of the |)if lure. 

2. Avoid long shots, busy back- 
grounds, small detail. Scenes u-ing 
long shot? and clullered detail are apt 
to gi\e a blnrr\ effecl on color re- 
cei\ ers. 

3. Keep lighting uniforni \n th@ 
jdaying area. Small \ariations in light- 
ing often become exaggernled in culor 
re|n-oduction. 

1. fligli-f.ey lighting is best. Low- 
ke\ lighting is less predictable and 
tend- to gi\e muddy re]iroduetion in 
color. 

5. Closenps should be heightened. 
Shots slionid be ke]il tighter than "m 
monochrome film work lo obtain equi- 
\alenl fine detail. * * * 



FASTER, SAFER, USS COSTLY... 
BBcaus0 lf$ More EWci»nrl , 
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SPONSOR 



WKRC-TV 



programming 




CBS programming dominates 
the Cincinnati area day and night 
over WKRC-TV, 

Radio Cincinnati, Owners and Operators of 

WKRC-Radio, Cincinnati, Ohio 
WKRC-T\^ Cincinnati, Ohio 
W'rX'N-Tclcvision, Columbus, Ohio 
WTVN- Radio, Columbus, Ohio 



WKRC-TV channel 12 C I N C I N N AT 1 , 0 H I 0 



Ken Church 
National Sales Manager 

CBS TELEVISION NETWORK — REPRESENTED BY THE KATZ AGENCY 
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SAVINGS BANK 



INSURANCE 



•'PON-'OH: (alifoniia ^aviii!:'^ VGENCV: KnoIIin 

I \\ ( lll^^TOU'i (^(ilijoriiia Savings appoinl- 

rd Kiiollin Advertising, its agency on 1 Septcinher 1952 
itlicn the hank's total resourtes iierc a little over SO 
million. \ou the resouires arc around Sl'i million ant!, 
arrorduifi lo James C. Kuolliii oj the agenn, "the larg- 
est pains have taken pldee since iie started on KEAR. 
Results continue cxccllenl. Client reports that 'the mone-\ 
continues to [tour in' and also that they have luul a num- 
her oj loan apftlication from KEAR listeners." Co.st oj 
:i(t minutes tlailv is $12 jar time. 

KK\I{. "-an Fiaiici-co rKOr.RWI: r.an.lleliiilit & \^'in.' 



M'O.NSOH: A. II. Cox AGENCY: 
CAl'Sl LE CASE IllSTOKY: U'hen the CJVI salmai 
suggested tluit Cox buy one announcement night a 
the station's ajter-inidm'ght Niteirhift program, ti «• 
su ranee agent agreed Lo a trial run — but didntxa-^ 
muck jaitli in either the time or the program's abuf 
sell insurance. "The trial run is now over," Cox rev 
urote the station, "and I can sajely say that 
has been resporisibe jor more insurance sates tliaiy \| 
other advertising promotion , , . lie are reneuin,j 
one year." Daily cost oj the campaign is S2.50. 

CJM, Victoria PROGRAM: 




results 



MEDICINE 



SOAP FLAKES 



SPONSOR: Knolar "Nola" Flake AGENCY: McKce & All ♦ 
CAPSl'I.E CA^E in>TOR\ : Ajter developing a • 
larger-size package oj soap jiakes, the sponsor ho 
i\ \ to get the new packages on grocers' shelves, and . 
to get housewives to take the packages ofT the she k 
Two participations weekly uere bought on kit' 
Kapers at a weekly cost oj S120. Ajter 13 ueeks. ^ 
presiileni oj Knolar said, "The A'o/a advertising on If 
has done the best job oj any single advertising effoi • 
increase Sola sales. It provided the extra distribu.* 
and extra push uhich was necessary to start our * f 
curve rising in this competitive market.' 

PROGRAM: Kiich<-n k« - 



WIP, Philadelphia 



DIAPER SERVICE 



^PON^OR: The Lexino Co. AGENCY: Direct 

CVPSU.E CA>E HISTORY: This sponsor sells direct to 
drug stores but uses radio advertising lo stimulate con- 
sumer sales. Lexino has been running participations on 
the (Unix I'(jlish-Aineri<an Hour (9:00-10:00 a.m.). plus 
an announcement schedule at various times. Ajter re- 
newing the jull schedule recently, the sponsor wrote 
irSCR: ^'Congratulations on a mightily well-run radio 
station and a proved receptive group oj listeners." Class 
"B" announcements and participations, at the 260-tinie 
rate, are 56.10 each over IFSCR. 

WSCR, .srraiiK.n PRO(;H\M: Polish-Am.rican Hour, .\nntts. 



<PONSOR: l)y Dee Service AGENCY: Di 

CAI'Sl'LE CASE HISTORY : i p to a year ago. Ed Prf 
manager oj Dy-Dee. spent up to 14*~f oj the firm's to 
revenue jor advertising: it went into direct mail and < 
rect contact with about lO^^t oj the prospective moth 
in the area. Since using radio advertising, however, '( 
company has increased sales by one-third, yet approp 
ales only I''', oj its sales total to radio advertisin 
Price uses iHirtici potions (260-////ie rale, S8l. "^Te / 
lieve that in radio we have jound the most cfjieie 
method oj selling," he says enthusiastically. 

KPIIO, Phoenix PROGRAM: Make Mine M-u^ 



HOUSES 



COOKBOOKS 



'^PON>^OK: Ilni.Iiiiivon Realty Co. ACiENCY: Direct 

( \P<1 I E (;\>E IIISTOH^ : As its first venture in radio 
advertising, this Sponsor bought a two-lumr remote pro- 
gram broadcast from its .^iinny Acres and Mar-Lee Man- 
or developments. Ajter the first show, three houses were 
sold {time cost was SIH2*. I'leased wit/i the results, tlie 
firm signed jor 13 more remote slioiis. one ueekly. and 
five announcements daily jor 13 u ceks ( 20-time rate 
jor one-minute announcements is $0.3.5). /It the end oj 
the second week, six homes uere sold: ajter the third, 
nine were .sold until the firm reached a peak oj 20 sold 
in one u eek. Sponsor called results " jalntlous." 



SPON>OH: Cooklu.ok Sale- AGENCY^ Dir« 

CAP^l EE CASE IIISTOKY: The spon.sor. publisher o 
the KncNciopedia of Cookiiifr. ofjered a new cookbooi 
every week jor 26 weeks on WHAM. The cookbooi 
were available in jour grocery chains in the If I Li ^ 
listening area. However, the radio announcements ueif 
the only advertising used hy the publisher. At the ena 
oj the campaign, the sponsor wrote to the station and re- 
ported that more than 427.000 cookbooks and binders 
ivete sold as a result oj the U'llA.M advertising. Sales 
topped any previous campaign, the sponsor .said. Class 
"R ' announcements iri'ZO-time ral/' \ are $.52 each. 



KTI.N. Denver PROGRAM: Two-lionr renidte-;, .\iin.oiiiiceineiit~ 



\\\] \M. Rochester 



PROGRAM : Annountemfn.t/ 



ing a song 

of silos.., 
a pocketfull 
of sales! 



A few months ago the Marietta Concrete Corporation of 
Marietta, Ohio — world's largest builder of pre-cast concrete- 
stave silos — opened a branch plant in Nashville to serve the 
burgeoning Southern farm market. 

To get the Marietta message across to the farmers of the 
Central South, Marietta's agency in Nashville — Noble-Dury 
and Associates, Inc. — bought an early morning 15-minute 
time segment three days a week, dubbed it the Marietta Farm 
Journal, and featured market and weather reports, country 
music, and facts about Marietta silos presented by John Mc- 
Donald, WSM's Farm Director. 

Within a few weeks, eight separate crews of silo builders 
were hard at work in the area. Seven silo sales resulted 
directly and immediately from one week's inquiries drawn by 
the program. "This one week's sales would have made our 
entire investment in WSM programming worthwhile," says 
Marietta's advertising manager Jack Anthony. To which 
Marietta's president, F. L. Christy adds: "We consider this 
advertising on WSM the most successful radio advertising in 
our experience." (Marietta has been going strong since 1916.) 

So to successful sales of siding, sideboards, silks, silver, and 
scores of other items including kitchen sinks, we proudly add 
silos. Whatever the product, WSM offers proof of selling 
power. For further details contact WSM's Tom Harrison or 
any Petry Man. 




WSM 



Clear Channel • 50,000 Watts 




Nashville 
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THE FIRST TOP Ri 
AVAILABLE FOR LOCAL 




EXTRA POWER IN YOUR SALES PROGRAM! 

Co - ordinafed promotion with local offices of 
the public agencies featured in this series can 
give your product the broadest kind of tie-in with 
the *'Man Behind The Badge" in your community! 




Contact your MCA-TV office TODAY! 

NEW YORK: 598 Madison Avenue 

BEVERLY HILLS: 9370 Santa Monica Blvd. 

ATLANTA: 515 Glenn Building 

BOSTON: 45 Newbury Street 

CHICAGO: 430 North Michigan Avenue 

CLEVELAND: 1172 Union Commerce BIdg. 

CINCINNATI: 3790 Gardner Avenue 

DALLAS: 2102 North Akard Street 

DETROIT: 837 Book Tower 

SAN FRANCISCO: 105 Montgomery Street 

SEATTLE: 715 10th North 

ROANOKE: 3110 Yardley Dr., NW 

NEW ORLEANS: 42 Allard Blvd. 

SALT LAKE CITY: 727 McClellan Street 

CANADA: 1 1 1 Richmond Street, Toronto, Ontario 



trWORK TV SHOW 

[gional sponsorship 

^ NEW HALF HOUR DRAMAS, 
MADE EXPRESSLY FOR TV 

4^EK, THRILLING, TRUE-LIFE MELODRAMAS DONE IN DOCUMENTARY STYLE. 

All the facts taken from files of police, fire, and treasury departments, 

t sheriffs' offices and many other agencies dedicated to public service throughout the 
country. Each episode a new drama that appeals to every member of the family! 
Produced by BERNARD J. PROCKTER^ the man behind 
1^ "T-Men in Action," "Big Story," "Playhouse 1 5," 

^ V'^l rnany other top TV shows! 




You get added prestige and impact with 
this distinguished star of stage and. screen doing 
the tribute to the "Man Behind The Badge" 
for you each week. 




w _i 




o o o 



o foi'Kiii oil questiotts of vurrettt inleregt 
to air attwriiserK oiffii their agencies 



is it 'poor iiisii'^ to mtiUe d .siiic/iiic/ commvrvml 
out of (I iceff-lciioint jntblle (foiiiaiii liiiie 





THE PICKED PANEL ANSWERS 

NEED GOOD MUSIC, NOT JINGLES 
/fv Goor^o /{. AV/.soii 

,\elsoii Ideas, Sclieiirclady 

Mo?t ingles*' 
are in poor taste. 

Any sales ma- 
terial that is worn 
and tired and 
liackiiev ed — rau- 
cous and repeti- 
tions — any t) pe 
^ ,^ of sales approach 

f.f^''. ^'C^ that irritates and 
alienates rather than interests and en- 
tertains - is most definitely in poor 
taste. Whether a musical announce- 
ment is in poor taste or good taste is 
not determined hy whether the basic 
melody lies in the public domain or is 
covered hy Washington copyright on 
original material. 

Most "jingles ' don't belong on the 
air — have no right to intrude with 
their unimaginative tawdriness in the 
average American home. Good qual- 
ity music definitely docs belong on the 
air — definitely is welcomed in the av- 
erage American home. There is no 
roa-'On under the sun wh\ songs that 
>e\\ r(»miner( ial products and ser\ i< es 
can t be e\ery bit as good — every bit 
a> etitertaintng every bit as appeal- 
ing as those songs which bear Victor. 
l)e<ca. Cohindiia, Mercury. MOM, and 
other fanirnis labels. 

llie j)ublic regents your taking a 
\s ell-known, well-loved public domain 
tmie and making an irritating little 
hodgcjjodge of ad\ertising cliches out 
of It. 

If >ou take that same tune and put 
the be>t (piality talent — the best nm>i- 
ciaiis and the be<t name sinjier^ a\ail- 



able on the spot if )ou record it with 
meticulous care ~- if the lyrics and 
treatment are actually original and dif- 
ferent and in good taste — \ou w ill re- 
cei\e welcome letters from the listen- 
ing public, and show correspondingly 
J)etter sales results. 

The public is most rightfully fed up 
o\er its collecti\e ears with the u>ual 
drivel heard and seen on radio and 
television. 1 he public welcomes that 
which is fresh and new and interesting 
in nmsical sales material, whether the 
basic melody eniplo\ ed is a well-known 
tune or an entireh original composi- 
tion. 

You have no right to ask listeners 
and viewers to accept that which is 
cheap, shopworn, irritating and intru- 
sive — regardless of w hether it is based 
on a song well-known or a song you \e 
just composed. 

You have every right to e.vpect that 
listeners and \ iewers will gladly wel- 
come that which is pleasant and enter- 
taining and truly melodic — and it 
makes little or no difference who wrote 
the song originally. 

A QUESTION OF JUDGMENT 
hy Phil Davh 

I'rosidoiit, I'liU Daris Musical 
Enterprises, Seic York 



This question is 
by far too gen- 
eral to be an- 
swered with an 
un(]ualified \ es 
or no. Primar- 
ily, one who is 
acquainted with 
the variet)' of 
problems c o n - 
fronting the advertiser at the many 
different levels, and who ai)pre<.iate> 



the wide range of circumstances ant 
ol)jecti\es pertaining to the use of mu 
sical commercials will understand thai 
the definition of good or poor ta»te 
is relati\e to the individual ca>e. 

Actually, the use of public domain 
nmsic for advertising purposes .ieeni- 
to be more a question of judgment 
than one of taste. "Yankee Doodle' 
might be the best answer for a small 
local advertiser with a low budget 
and limited creati\e talent at hand, 
but if used on a national basis the 
same song might pro\e to be extrenip» 
ly poor judgment. 

If we linn't the area of dlscussimi 
to the national level where adequate 
budget* and top brains are available, 
then we sincereK question the w:isdom 
of using a public domain tune. 

As a first consideration, the produc- 
tion cost of a musical commercial, be 
it original or public domain, is a sub- 
stantial item. If an advertiser use? a 
public domain tune, he can neither 
protect his investment nor build equit\ 
in a musical trademark that could and 
should be one of his most valuable 
adsertising properties. 

Al?o. remember that the anost inv 
portaiit fundamental characteristic of 
e\er\' effeoti\e nmsical trademark is 
inflividuality. Carefully planned and 
skillfull) created music will afford a 
signature as individual as the brand 
name and even without lyrics can es- 
tablish innnediate jiroduct identificar 
tion. 

It is difficult to get this clear-<-ut 
identification with a public domain 
tune. For no matter how frequentK 
a s|)onsor deli\ers his message to the 
tune of "My Old Kentuck\ Home." a 
goodly portion of listeners subcon- 
sciously w ill be thinking as nmch about 
the Kentuck\ Derbv as about the 
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NOW, more than ever...QUALITY COUNTS 



?rits of the product. Obviousl) the 
les impact is diffused. 
Another reason it is difficult to get 
,>ar-cut sponsor identification with a 
,iblic domain tune is conflict of spon- 
Irship. Let us assume a national nian- 
acturer of mattresses decides to use 
brahnis Lullaby" as his musical 
ladeiiiark. There is nothing he can 
icf to stop a regional or local mat- 
'ess compan) or any other company 
om using the identical tune. He has 

control whatsoever over it. 
From a technical standpoint, there 
e man}' more reasons that favor orig- 
lal compositions for use oh the na- 
ional level, but when it conies to a 
irestion of good judgment and taste, 
t Please turn to page 1161 



"Poor taste'' 

The following letter appeared 
in the letters-to-the-editor column 
of The Los Angeles Times on 9 
September 1954: 

"If there is such a thing as a 
business code of ethics, then I 
would think il should most cer- 
tainly apply to the field of adver- 
tising and most specifically to 
the singing commercial which 
uses well-known, beloved old fa- 
vorite tunes with modern lyrics 
added designed to sell a particu- 
lar product. 

"It seems a kind of sacrilege 
on a grand scale when 'Jingle 
Bells' blares forth not during the 
Christmas season but in midsum- 
mer, when 'Clementine' becomes 
nothing but a huckstress, when 
Waldteufel's beautiful waltz, 'Es- 
tudiantina,' becomes a signal for 
a thirst quencher, when any tune 
for that matter which has long 
been associated with enjoyment 
of the tune itself now becomes 
identifiable with a brand name. 
A better hatchet job could not 
be done to our culture. 

"There should be no quarrel 
with those advertisers who live 
up to the usual fine standards of 
the business world and originate 
their own tunes. Singing com- 
mercials do have their place but 
only when their tunes have not 
been lifted from the public do- 
main." 

Peggy K. Walker. 
Santa Ana, Cal. 



in the 
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The superior 

QUALITY CONTROL consistently maintained 
by MOVIELAB on all film processing assignments has earned 
it the jealously-guarded reputation of being the "QUALITY 
LABORATORY" in the east. 

More producers, cameramen and technicians throughout 
the east put their trust into Movielab's "KNOW-HOW" and 
"personalized service" than any other. 

Get to know Movielab— for this is the standard by which 
all film processing is judged. 



I 

FOR YOUR SCREENINGS 



SERVICES 



Negative Developing 
Ultra Violet and Flash Patch Printing 

Quality Control 
16 mm and 35 mm Release Printing 
Title Department 
25 Cutting and Editing Rooms 
First Print Department 



Three Channel interlock projection 
16 mm 17V2 mm & 35 mm tape 
16 mm & 35 mm interlock projection 



for color it's..;,.. 

^^^^^ .^^w. ^R. 



MOVIELAB FILM LABORATORIES, INC 

$19 West 54tli Street. New York 19. N. Y. JUdson 6-0360 
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TO SELL 
' JACKSONVILLE 

i (and the rich Northeast 
Florida market . . .) 

BUY 

I 




WJHP-TV 

Channel 36 

§ § § 

62,500 UHF SETS-IN-USE 

§ § § 

ABC • NBC • DuMONT 
Television Networks 

§ § § 

For rates, availabilities, and oth- 
er information, call Jacksonville 
98-9751 or New York MU 7-5047. 

§ § 

JACKSONVILLE, FLORIDA 

276,000 watts 

on Channel 36 

Reprrsriitrd nalionnlly by 
John II. I'erry Associates 






agency profile 



Lotfi.v j. Rlyyio 

V.P., TredJurer 
Hilfon and Riggio, New Yort 



During the |»a-t two decaflcs, Lou Itiggio, partner of the lliilui 
and Riggio agenc), ha- ahcniated hctween the tobavco and ad\er- 
li>ing hu>ines«. On >c\eral occa-ion-. he combined both function-: 
as \ ice president of Regent Cigarettes ruiuiing from 1940 to 
1947: advertising and sales direitor <»1 Anieritan Tobacco Co. dur- 
ing the subsequent three years. 

"\\ hen we opened our agent \ in 19.i0. Riggio told .sponsor. 
"we s])ecialized in launihing new product-. Todax. our a;counU 
are >o di\er>ified. with such in(li\idual need-, that we can no lonirer 
say that we sjjecialize in one field. allhou<ih both Pete Hilton, wilif 
^now Crop, and 1. with Regents, ha\e had jjarticular experience iij 
new ])roduct-." 

During the i)ar-t year, the agenc\ ha> grown b\ some 54' r in it- 
over-all billings: from .'^3 million in 19.53 to .$5..S million in 19.) I. 
Riggio anticijjates that mm h of the anticipated extra billing \\\}\ 
< onie from radio and local tv accounts. 

"\ few \car- ago, the air metlia i)la\ed a relatively -mall part in 
the advevti.-ing strate^v of small or mcdium--ized account-. " Riggio 
continued. "Today there are few i)acknge irnods clients who < on-ider 
iheir ad\ertising campaigns c<>mi)lete without either radio or tv. " 

lIXR s air billings have grown proi)ortionatel\ . from some 315' > 
in 1933 to nearix o0'7 of total billings in 1954. 

Among its radio-tv < lienls, the agenc\ number* Coca-Cola Bottlers 
of \e\\ ork. National Pai)er Corp. of Pa.. Colonial Airline>. 

" GeneralK. our jiattern i* amiounceinents jtlus h>cal jjrogram' 
ing where it s affordable. "' Riggio explained. In line with this strat* 
egv. the Coca-Cola Bottler- of New urk have just added a halfdiour 
t\ show to their current ra«lio-tv announcement canijiaign. 1 lie 
show. Finders. Keepers. W .\I)D. 7:3(l-8:()() p.m. 'Ihnrsda>s. pnr- 
niiered on 7 October. 

\t the end of the da\. Riggio ru-lies to the Central to catch a 
train to \rd>lev-on-thc-l lud-on. Mis current problem: heljiing his 
wife -tcer lii> j)recocious 16-year-old twin sons in their choice of 
college. 

"I went to ^ ale." -a> s he. "Of cour-e. I (juit sc hool to get mar- 
ried but I don t -et ni\-elf uj) a^ the onh j)o--iblc examiile." * * * 
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Ju*t a little town in 

Wales — with the biggest name 

ill the world. 

In Big Aggie Land the bigge^t 
name in selling is \VNAX-570. 
featuring the biggest names 



Perhaps one of the 

reasons for this is this: 

We've been serving our listeners 

with information and 

entertainment for the whole 

generation of radio. 

And Big Aggie Land is one 

of the richest agricultural 

areas in the woild^ — Minnesota, 

the Dakotas, Nebraska, and Iowa. 

To be a big name in this 

market, see the Katz Agency. 




NAX-570 



Yankton-Sioux City 

CBS 

Represented by The Katz Agency 

WNAX-570, a Cowles Station, is under the same manage- 
ment as KVTV-Channel 9, Sioux City, the tv station 
reaching 37. farm-rich counties in Iowa, Nebr. and S. Dak. 
with 632,000 population, $746 million In '53 retail sales. 
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\ow iietttly for t/uuv imttteduUe |7f . 

THE FIRST BOOK TO ANAL12 
COMPLETELY THE ADVANTAGES A( 
LIMITATIONS OF ALL MAJOR MEdI 

It 
I 

The most eagerly awaited advertising book of the decade is f res c 
the press, waiting for you to put it to profitable use. It's the "All-Mid i 
Evaluation Study", containing the widely-acclaimed series of 26 SPON^) 

arti|e i 

Here for the first time, you get side- by-side objective analyses of all ^ 
jor media — radio, TV, magazines, newspapers, outdoor, direct maiU busi.-s 

paprs 

Here you get tips on when to use each medium . . . yardsticks to 1 ' * 
you choose the best medium for your product . . . pitfalls to watch for w ^ 
making media selections . . . never-beforc-printcd media evaluation nrethodMl 

the nation's top advertisers and agenc-«^ 

The All-Media Study took 22 months to complete . . . involved persoaL- 
interviews with 200 leading advertising experts and separate mail sr-* 

veys to more than 2000 advertisers and agenc s 

It can be worth thousands of dollars to you . . . \'et it's yours in permanei, 
book form to use and refer to time and time again for just $4.1), 

Advance sale has already absorbed a good portion of the first printii 
So make sure of your "All-Media Evaluation Study" — send in yor 

order no 



NO NEED TO PAY AT THIS TIME . . . JUST MAIL THIS COUPON TODAY 




QUOTES 



f 9 



jffy, President, BBDO (who wrote 
feword to the "All-Media 
+ion Study") 

26-part study should serve as a 
lient handbook of media evaluation 
vertisers, agency nrien and media 
ike." 

Everett, Jr., Marketing Research 
3r, Ford Motor Co. 

t to compliment you on this series 
t in a request for several sets after 



its completion." 

Frank Stubbs, Station Manager, KLMS 

"I am sure this will prove to be one of the 
most valuable things yet done in 
the business." 

R. F. Hursey, V. P. and Media Director, 
Foote, Cone & Belding 

"Sincerest congratulations on a lively and 
remarkably Impartial handling of the 
highly competitive American media scene.' 



4S0R SERVICES, INC. 40 EAST 49TH ST., NEW YORK 17, N. Y. 

Me copies of the "All-Media Evaluation Study" at only |4.00 eacli. 

□ Bill me later. □ Payment enclosed. 



my 



.State 



THE CONTENTS 

Why evaluate air media 

Media basics 

How to choose media 

Life's new 4-media study 

Beware of these media 
research pitfalls 

How 72 advertisers evaluate media 

How 94 agencies evaluate media 

How BBDO evaluates media 

How Emil Mogul tests media 
weekly for radio 

Why these 31 advertisers don't 
use air media 

What's wrong with the 
rating services 

How different rating services 
vary in the same market 

Can you set up the "ideal" 
media test 

How Bloch Ding tests media 

The psychology of media 

Do radio and TV move goods 

Conclusions by advisory hoard 

SPONSOR'S conclusions 



MAIL IT TODAY! 
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ACTION 111 truiislatiii),' YOUR 
uu's.--age for tlie larRfst Spaiiisli siioakiug 
audience in tlie tirt-at Southwest. . . . 

ACTION in top peitornianc-o and pro 
dm-tion \>y a skille<l staff of translators, 
directors, aunouueers, actors, singers 
and musicians. . .. . 

A C T I O N in putting VOL'U product in 
thousands of iionies in tiie San Antonio 
area. . . . 

WE INVITE YOU TO 
ASK ABOUT OUR 

}^nowhow 
Co-operation/ and 
Qn-the-beam 
Resu/fs 

Many national advertisers have success- 
fully invaded this profitable market 
through KCOK 's superb facilities and 
service. . . . 
Some of them are: — 
PROCTER & GAMBLE 
LUCKY STRIKE 
GENERAL FOODS 
BRISTOL MYERS 
CHESTERFIELD 




R. A. Cortez, Pres. 

SAN ANTONIO, TEXAS 
Texas' First Spanish Station 

Eeprescntcd by 

Richard O'Connell. XaCl. Atir. Dir. 

40 East 49th St.. New York 17. N. Y. 
PLaia 5-9140 
LOS ANGELES — SAN FRANCISCO 
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iCunlinued from page 8) 

\ i('\\cr> wlio hadn't gone to Ed Sullivan how much the ~tud 
iii which the epic had heeii unfolded set the network hac 
and how many foot candles of light were Used and how tlr 
Cd^l wa- goiiifi to have a triumphant party to celebrate tji 
-how. 'rhi> in addition to reams of pre-puhlicity ahout th 
S300.000 talent tah of the program. ]["? entirely po--ihl 
that after tlie show wa? o\er, all concerned wished, the 
hadn't hoa^led of the cost of the opus because even to->in< 
SI. 000 hills at the camera wouldn't have made apparen 
uhere the UKjney went or what wi-dom was u>e(l in it- di- 
posal. 

Further follow-up puhlicity, tlii- time prohahlv with tht 
agency a- its source, revealed that one of the live comnier- 
ciaU was reheai>ed ju>t >hort of a full day and co-t as much 
a- a small Renoir although I'll he darned if I could ?ee how 
it differed from the normal run of simple on-camera live 
copv Using an announcer, a few hand props, clo>eups and a 
solo nuisical tag of the most unadorned variet} . True, thi- 
entire tone poem wa- on color which should take a bit more 
time and trouble but other than this, the copy and execution 
of same didn't appear to be more involved than what mo-t 
ad\ertiser> can do with half an hour of coiunierrial rehearsal 
on any local channel. 

To get back to my opening sortie, it seems unfortunate 
that tele\ision people are more iniprc-sed with the money 
they spend than the money they save. I can remember hack 
in the days when a half-hour live drama co-t S,5.000 and full 
animation with nnisical track .-et one back ahout half a- much 
as it doe> today. W e boasted, in tho-e day>. how we did 16 
mm. copv u-ing stills and optical- in the camera for S300 
and got them to come out pretty darn well. But the late-t 
l)oa>l- I've heard concern only hou many dollars are «pent, 

The agencie- are now going out of their way to boa-t theij 
dollar volume in television and relea-ing publicity ahout it — 
something that was anathema to most of them in the '"good 
auld day-'' when anomnily was both de-ired and achieved 
and gro.— billing a matter for the hoard of director- alone to 
discuss. 

But the Dollar Derby has changed all tliat and each of ii- 
i> \yiiig ( a> well a- lying) with the other to show that we are 
the number one or two or three spender in this great new 
medium. To date, however. I haven't .-een a single pica of 
pnblicit} on how some one took a buck and made it do llie 
work of a dollar and fih\ cents. * * * 
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le Sky Over OKLAHOMA 



That beacon atop KWTV's new 1 572-foot tower — 
tallest man-made structure in the world — marks a 
new era for television in Oklahoma. It lights the way 
to reception in thousands of homes never before 
reached by television — a vast audience over a huge 
area never before reached by any other Oklahoma 
station! Along with this new tower, with its 1 2-bay 
superturnstile antenna and RCA equipment, KWTV 
brings to advertisers the facilities of its new studios, 
among the largest and best equipped in the South- 
west. 



LET KWTV PROVE ITSELF AS YOUR 
STAR TV SALESMAN IN OKLAHOMA 




OKLAHOMA'S 
No. 1 

STATION N 
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OKLAHOMA 
CITY 



EOCAR T. BELL, Executive Vice President 
FRED L. VANCE, Sales Manager 



AFFILIATED MANAGEMENT KOMA — CBS 
REPRESENTED BY A VERY-KNODEL, INC. 
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^ WREX-TV 

47,000 ■JV¥ 
WATTS^*^ 

E. R. P. 

WINTER 
SCHEDULE 



ASSURES YOU 
of the big , 

ROCKFORD - MADISON 

AREA AUDIENCE 




* Disneyland 

* I Love Liic\ 

* US Steef Hour " 

* I'rofessioiial Football Gaines 
*.Iacki(' Gleasoii Show 

* \'o'ice Of P'irestone 
*N.C.A.A. Collegiate Football 

* Ro'^ert 0. Lewis Show 

* Blue Ribbon Bouts 

* Bolj Crosby Show 

* Toast Of The Town 

* Perry Coino 
Arthur Godfrey 

* Make iiooiii For Daddy 

* Meet Millie 

* {..F. l iieaue 
What's Mv Line 

* Str k- It Rich 




Now Serving 
Over 214,992 
Television 
SETS 



ROCKFORD - ILLINOIS 



NETWORK AFFILIATIONS 



REPRESENTED BY 




• ABC 




H~R TELEVISION, INC. 



* Continued jroni jxtfie \ \) 

wiiifl the end of the plaiik. and w ill -oon he overboard will 
siliiation-coinedy and iny>l(M-)-adveiiliire i'lanza^. Xaturall\j 
of the newly pioduced >erie> in tlie>e categories a nuniLf'i 
of the more exjjertly put together >li()W> will survive and d( 
a fine job for tlieir >pon>ors. Many more, however — and 
this is no daring prediction — will fail to deliver rating> an(' 
will prove big disappointment-- to the buyers. The inevitable 
})oint of saturation niu-t be reached. 

There are two two tv programing tyjje.-, however, in which 
only the bare>t beginning- have been made, and producer* 
and di>tributor^ >eem to be getting under way with project- 
in the.-e areas. Sjiurved by the ])hcnonieniil succe-- of the 
Lil.erace serie>. Guild ha- made a\ailal)le new musical -erie- 
featuring Frankie Laine and Florian Zabach. to name just 
two. And Eddy Arnold conijdeted the first of a 26-week 
half-hour nnisical -erie- called "Eddie Arnold Time" in Chi- 
cago this pa>t week. 

It is m\ gues> that the w e]l-])rodueed nui-ical serie- will 
take it- ])]ace as a fir-t-ranking deliverer of ratings for adver- 
tisers, nnd that we will >ee more and more mu-ic show-. 
There would -eem to be no rea-ou why the fine re-idts pro- 
duced via li\e nnisic for Chesterfield bv the Conio >how. for 
Coke by Eddie Fi>lier. for Chevrolet by Dinah Shore, for 
American Tobacco by //// Parade shouldn't be duplicated 
for scores of other advertiser- by other toji quality mu-ical 
stanzas. 

A second ty])e of fdm ])rograniiug which seems to ])e 
getting under way this season is da} time-ginnnick fare. Oflfi- 
cial has kicked off its own \ersion of bingo with a .-how 
called Time for Tune-0. and Guild ha- latched on to a 
jirnved iMttsburgli local -bow called It's Fun to Reduce. 
which it is filming as a daytime -erics. I added the word 
"gimmick" to the category deseri])tion above with no intent 
to ridicule or pbiy down. Hotli show- have a giveaway ele- 
ment with which die sponsor may tie in. and certiiiuly the 
hi>tory of radio and tv to date indicate that few gimmicks' 
are more effective from the stan(l])oint of movnig merchan- 
dise than the old giveaways — when comjieteiitly done. 

So inucli f(M- an early look at the new season's programing 
and a]<])areiit tv film trend-. Later in the season we'll be 
able to check ouische- on these comments. 

S. — T/tank.s to nil you gents for your nice letters about 
the nm column, tlnnvs hoppy to hear from yon. 
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fou don't buy the palm tree--- 



lOU BUY THE COCONUT! 

If you want to do a top radio job in the best part of Kentucky, 
you obviously don't need to buy the whole radio "tree" — trunk 
roots and branches! 

WAVE GIVES YOU THE BEST OF KENTUCKY — AT MINIMUM COST 
WAVE'S 50% BMB daytime area is almost precisely 
the same as the Louisville Trading Area, which racks up 
■^2.5% of this State's total Effective Buying Income, 

WAVE PROGRAMMING GUARANTEES AUDIENCE. 
WAVE is the only NBC station in or near Louisville. But 
network attractions are only part of our appeal. 62 good people 
on radio (44 of them working on-the-air activities 
rather than sales, etc.) give us better news, 
better sports, better local programming all along the line. 




WAVE alone in Louisville gives you ALL the coconut, at 
the right price. NBC Spot Sales has the figures, 

WAVE 5000 WATTS 

LOUISVILLE * NBC AFFILIATE 

NBC Spot Sales, Exclusive National Representatives 







SSrU'Hii 




This is the front co\er of a 1 j 
color booklet i>eing mailed out 



SSuppii n/if sitansof huilds |>«rio I'ur %\ orcesier siuimn 



''(fiiiclliiii^ iR'i\ ill -^tiition-.-j'oiixir 
rcl. tinii- (^iiiK' to lij:lit iccfiiih wlieii a 
-|)oii-iir iii-i-lc(l (III (loiiiji a favoi for 
(lie >-(ntioii. 

1 1 ci cw illi i- llir stor\ : 

La>t Dccciiilicr, wlicii WWOK-TX 
\V (ir< i'-t('r. went oil llic air, one of its 
In-t -|)oii>or- Caiiio^-o Hro^., Inc., 
of Nnlnn ii. \la>>. I lie ( ()iii|)aii\ . wliit h 
iiiak('> foiR'ictc mid cinder blocks, 
bought a >crios of w calberca^ts on ibo 
iilif outlet. 

"We wiieii't at all -me we were 
-j)eii(linji our bo.-l ad\ er'.isiiig dollar 
when we .-larted. Gene Cainosse. trea- 
>iiiei of tlie block firm, recalls. 

Last Marc h Cainosse told W W OR- 
IV that "we ba\e jiassefl the 'jrrow- 
iii<: pain.- slajjc and are fretting real 
measurable results from oiir use of t(d- 
e\ isioii. One small exani|)le of tbe>e 
i> a recent sale of material for one 
(■oniplele house."' 

I5ut the most dramatic proof of Ca- 
ino>se s enlluisiasm for idif l(de\ isiou 
w as demons' rated a few w eeks ago. 

wa- drawing u|) |dans foi' 
a patio right out-ide the overhead door 



o! ilie main -tuibo which wnul I double 
a- an uuUloor -tudio. When Canios.-e 
he rd about the ] itio. \\f iii>i>lcd on 
fooling the bill for the entire enter- 
prise. I he -talion -a^ - that a con-ei \- 
ati\e e>tinuile (xf cost for the conslruc- 
tioii i- clo-e to s2. .")()() Iiicbiding an. 
onld(jor fiie|ilac<' and additional land- 
-<a|)iiig which (^anio;— e provided. 
"This is a lia|)|)y -pcm-or. ' \\'\\'0I{- 
1 \ ol)<er\ es. * 

Tr |ir«</i*«»>i |ir«ifii<*<*r.v 
now "ivstUifi" new shows 

Hroadwa) pla\s fre(]uently open in, 
sa\. Hartford for a "trial run before 
going to Gotham. 

\ow the same |jrinci|}le is being 
used on the W e-^t Coasl with a tele\ i- 
?-ion program. 

Ihe Annette Kellerman show, fea- 
turing one of America"? most famous 
bathing beauties, is being |jremiered 
and tested on KEVT in Santa Barbara. 
Backers of the program believe it will 
appeal to late-afternoon bomeniaker 
audience?. s(i it is being telecast on 
REM Fridav afternoons, * * * 



.S'it*i»i>iiiiif/ pool nsi'tl hi/ llonslon slnlion for Red Cro.v.v show 



\eWe>t addition to a Iv station's 
-tandard e(|ulpment: a swimming pool. 

KPRC-'IA. Ilouslou. receuth in- 
>talled a 5..S()()-gallon pool in it> out- 
door nat'o at a co-t of fillrt for a new 
lied Gro-- show. Br U alrrpiooj. The 



once-a-week show features a Red Cross 
\(duiiteer swimming ir.-truclor giving 
free swimming le-son> to viewers. 

The portable |)ool is lo feet in di- 
ameter and three feet deep, cost- about 
^6 f(u each "fdling.'" 



★ ★ ★ 



Red Cross swimming Instructor with young student demonstrates water safety before tv camera 




KOMA. Oklahoma Cilv. Okla. (seek 
low I. What niiglil be under the be? 
Whv, a radio, of cour-e. The K0>\ 
j)roinotion uses line drawings to ill . 
trale all the j)laces where radios 
apt to be found: in the workshop, i 
retail -lore% in the factory, at I- 
beach and ^o forth. The booklet |>oi.l- 
out that ""no matter where vou a. 




samoM m im .m 



vou alwavs have radio: there"? nc 
substitute for the convenience of ra 
dio."' 

W DSr-TV. Xew Orlean?, plans 16 
go into local color telecasting in a big 
wav. Robert D. Swezev. executive vice 
jjresident and general manager of the 
station, said construction has started 
on new color sludios directlv behind 
\\"DSr-TV"s present monochrome slu- 
dios. Tbe new studios, to be read) in 
about two months, are the first in the 
South to be built especially for color, 
a< cording to Swe/ev . "With a studio 
for color oidv." be >aid. '"it will be 
|)Ossil)le for us to devote all of the 
time nece?sarv for lolor productions 
and enable u- to schedule demonstra- 
tion?, clinics and closed circuits with- 
out interfering with our regular lele- 
t'a>-liiig operation?,'" 

Random fa<'ts department: A clieck 
of the bobhv soxers in the ?lutlio audi- 
ence of c rooner Merv Griftni s Song 
Siiapshois oil a Siiiiiiiier Holiday (CBS 
T\ I revealed that -10' 
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mieras. The inajoiit) had fla?li at- 
chnicnts, 857^ of ^\hich were using 
'le, sponsor's product (General Eior- 
ic flashhulhs) . GrifTin poses for pir- 
ires after his slious. 

# * * 

Newcomers to Oklahoma City now 
eceive on-the-air introductions to 
heir neighhors. W'KY's afternoon j)ro- 
irani, Belween bs Tii o, de^ otes se^ eral 
iiiiiutes to ^\■elco^ling the cit) 's new 
■e?idents. The station sends new rcsi- 
lents a WKY '"Welcome to Oklahoma 
3it\" folder^ and a personal note, in- 
litiiis them to the show. 



Radio is bigger than ever at WNBC, 
\e\v \ ork. The station's accounting 
tiepartment reports that for tlie first 
^ix months of 1954 the outlet enjo)ed 
billings 69c higher than the best six 
months of last )ear. And July sales 
ahead of July 1953. "Much 
of the increase in business is attributa- 
ble to new interest among advertisers 
in radio on a local level," George Ste^■- 
ens. WNBC sales manager, reported, 
jfr * » 

The first Christmas part) of the year 
was held in Chicago's Gaslight Club 
recently by Deane Carroll, the blonde 
conductor of Social Register over 
W SEL-FM. Shown in the picture are 
(j. to r.) Miss Carroll; Walter "Santa" 





Kellin, Gaslight Club manager; Wlh 
liam Halligan Jr., sales manager oi 
Hallicrafters Co., and Trev Marshall, 
assistant sales manager of Hallicraft 
ers. The trio is being interviewed for 
iMiss CarrolTs program. 

[Please lurii to page 112j 
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CAR RADIO REPAIRS 

( C.onliniu'd frurri page l-l t 

gittiti}: tlirir tar luiiios ie|);ilt('<l he- 

«iiii-t' tlic\ (lldnl want to dr'nc ill 

•silciicf for tlic \v'.\ <la\5- iioriiiall) re- 
<juir<'il to fix llic IikIIo. 

lit' riMxniol : \\h\ not oiIi*r an 
cifilit-liour ic]Kiir -crxict'? I Ik* < ai 
owner < oiild sttij) dIT at i\uto |{a<li<J 
\\ liiilc-aic on lii> waN to work, wail 
fi\(* miiiiitc!- while the radio i^ ic- 
iiio\cd, llicn >to]) olT again the \(m\ 
same da\ <ni the wa\ home, wail an- 
other Tm e minutes wliile it wa- re- 



in-lalle<l in Ihe auloinuhile. 

Accordingly. M< Clelland >i<iiied for 
|)arlic i])alioii.- in the I oh David Show, 
aired 6:()()-9:t)0 a.m. Mon(la\ tluou<:h 
."^atniday. and the Eddie Chase Sliotv, 
hroadeast l:0()-7:0() ]).ni. M<jnday 
lhr<tuj;li Friday. McClelland derided 
to rotate hi- aniit)unrenicnls during 
the ihree-hour >pan of each hroad- 
ea-t. f)n M(nida\. for exainjile. the 
\nlo Kadio W liolesale minute an- 
noniiremenl niiglil he heard al 7:.30 
am. On 'i\iesday, at 8:30, arid s<j mi. 
In that way the m<"'-sage> would reach 
liie largest ])o-iiihl(; audieiire of bolh 




If you're hunting sales in the big Western Market, you're going to 
need the "big gun"— KOA— the single signal that GETS where Western- 
ers GO— on all of those 52 weekends a year when our ideal climate 
lures them out-of-doors! 

SELL THESE PROSPECTS! 

• The people in 1,854,200 outomobiles, with rodlos! 

• The 10 to 30% more people listening to out-of-home rodios on weekends! 

• The 75°/o more people per-set listening to home radios on weekends? 

• The people in 302 counties in 12 stoles covered by the "single station network"! 
WESTERNERS ARE ON THE GO-WITH RADIO 

WESTERNERS GO ALL THE WAY-WITH KOA 



On 

These Programs 

DOUBLE PLAY 

Soturdays ond 
Sundays, 1 to 5 p.m.— 
beamed at the weekend 
driver! There'* muiic. highway 
troffic reports, and 
eosy-lislening feoturlng 
f^o top KOA pertonolities 
in each hour-long 
segments. 





DENVER 

Covets The Wcsl 

Coll Petry 



]jr<»grains tuning in al various tin 

"We decided lo u^e shows will^m 
informal, easy-going ajiproach."' (r:. 
Clelland lold si'ONSOK, '"because il>i 
men like lo relax al the wlieel afli^i 
hard day's work or when lhe\\e K\ 
gotten u]j in the mornings The 
jof key <how w ith music, news, wpyi 
er and so on has proven lo])>; in jl 
ularily with male listeners. 

'■\\ e eoncenlrale only on liien 
tause it's alwa\s ihe luaii who la « 
care of tilings like hujing a new i"r 
radio, or getting an (dd one fixed."" 

In line with the easy-going |)rourt 
approach, Auto Uadio \\ holesale < o 
men ial-^ conihine an intimate man- 
man deli\ery with hard sell. One 
the rca>ons for the success of his 
campaign, McClelland believe>. i>- t 
l()\al following huill up by both Tci 
David and Kddie Chase. 

'"When they say they endorse 
• product." .McClelland pointed ou 
' '"people belie\c it." Bolh David ai 
Cha-e are familiar \oices lo. CKL\ 
b-lener>; bolh have been broadca-liii 
in the area for many )ears. Lislent 
loyally and familiarity with these Iw 
personalities make their coniiiiercia 
more con\incing. aulhorilali\ e. 

The cop\ itself focuses on the radi- 
repair >ervice. then touches on llu 
sporting goods department of the store. 
Greatest emphasis is placed on llni 
speed and con\enience of the auto ra-' 
dio rejjair service and the reliabilif\ 
(jf the firm. Auto Radio \\liole-ale"s 
address — r>~r>~ Woodward — men- 
tioned al least three limes in everv 
minute announcenieiil. Here's a .sam- 
ple conmiercial: 

Wherever you go there's radio. Most 
of you, like vours truly, would be lost 
without a car radio. Many of you 
have a car radio that acts up — goes 
dead once in awhile, you have a lot of 
.static on it — well, the reason you put 
off having it norlied on is ihe fact 
that you don't want lo he inconveni- 
enced, and have your car t\ed up. 1 01/ 
just haven't heard of Auto Radio 
Wholesale that's all. It's as simple as 
that — Detroit's oldest and largest car 
radio sales and service organization. 
\oir on the wax downtown tomorrow 
morning, drive in to .i7.">7 U oodn ard.. 
\oi( it's all inside parking, they re- 
move your car radio in five minutes. 
\aiv you won't he late to work, they re 
nol going 10 tie you up. just five nnn- 
I I'leasc turn to page 84 ) 
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Fast way to win a foothold 
in^a market wi til ¥ Billion EBl 




Put your message on 

WTMJ-M& 

. . . the only station that blankets 
this area containing 3,416,085 
people, without counting 
Chicago ! 

♦Effective buying iiticome. 



IIRST in coverage, programs, results . 



. in a market that's always first! 




Seven complete studios, a mobile 
unit, and three microwave relay trans- 
mitters are ready to serve WTMJ-TV ad- 
vertisers. In Wisconsin, only WTMJ-TV 
offers so much programming flexibility. 



There's no substitute for 



Finest facilities, and master techni- 
cians, mean outstanding quality in 
WTMJ-TV telecasts. 100,000 watts of 
power, transmitted from a 1,035-foot 
tower, assures good image within p. 90- 
mile radius. 



Fast results from WTMJ-TV pro- 
grams give advertisers a real check on 
the station's performance. Today, WTMJ- 
TV is first in scheduled advertising, local 
and national, in Wisconsin. 



WTMJ-TV EXPERIENCE 




— with seven years on-the-air 
experience in television. 

— to transmit network color 
programs in Wisconsin. 

— to originate local color 
broadcasts in Wisconsin. 

— in the homes and hearts of 
the people of Wisconsin. 



WTMJ-TV is the only television station in Wisconsin on the air 
for 115 hours per week . . . presenting local and basic NBC-TV 
network programs. Due to audience and advertiser demand, 
WTMJ-TV presents more programs than any other Wisconsin 
television station. Make it your station when you want results. 



WTMJ-K 




The M.ilwaukee Journal Television Station 

Represented Nationally by Harrington, Righter and Parsons, Inc. New York • Chicago • San Francisco 
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FIRST CHOICE 



df television advertisers t 
well as the more than 630,0( 
television homes in the nation 
NINTH largest market . . 



ST 



LOUIS 



Established February 8. 1947 , . . America's FIRST 
Completely Postwar Equipped Television Station 



100.000 



WATTS on VhF CHANNEL 

The MAXIMUM POWER 
authorized by the Federal 
Communications Commission 





NBC TV NETWORK 

> 

National Advertising Representative: 

NBC SPOT SALES 



KSD-TV is owned and operated by the ST. LOUIS POST-DISPATCH 





CBSAffHiate "^^^^^ MS 
KEY TO THE GREAT WHEELING MARKET 

Steubenville • Pittsburgh • Youngstown • Canton 

THC BIGGisr lUr rN TV TODAY 

1,083,000 TV homes for the price of 399,400!* 



♦*54.4% off Wheeling' J entire viewing 
audience low the June 13 Clcveland-8otloi:i 
boll gome on WSTV-TV. 
**58% off Wheeling'! jurvey respond- 
entJ law Senaloi McCarHiy'* Senate InveiH- 
gating Cammittee Heaiingt on WSTV-TV, And 
the percentage wai even highe' — 74 V, —in the 
combined Wheeling-Steubenvillc oreo. 

Be realiilicl Don't limir you( tliinlting about 
WSTV TVt exfiooidinary covefoge. The deor 
tignol of thii itotion extendi for beyond 
Sleubcnville — blandeti the dch Wheeling mar. 
Iiet — pervadei the 9th lorgetl motket In the 
country: induitrial Pitliburgh ond neatby Canton 
and Youngstown. Yet you pay for only o frac- 
tion of v/hat you getl 



WSTVTv 



STEUeENVIlU-WHEELING 




ANOTHER A-VERY KNODEL REPeESENTEO STATION 



rtJLSE FOR DEi'EMDARtLl.Tl 

INSTANTANEOUS! 
Ratings without waiting by DAX 

Pulse demonstroUng new electronic progrom roMng 
system ^designed for morkct-by-morket reporting! 

You owe it to yourself and to your firm 
to visit Pulse Headquarters to see the new 
DAX system, the result of seven years o"f 
development. 

DAX Home Unit utilizes latest type 
transistor — no tubes, no moving parts, no 
.tapes. Nothing for the householder to do 
or mail back, 

DAX Monitor totalizes tune-in to al( 
programs, all stations, instantly — prints, 
minute-by-minute ratings. 

DAX is available at a price the industry 
can well afford if this is what the industry 
wants. We await the decision — your de- 
cision. DAX will supplement, not sup^ 
plant, statidard Pufse. ptocedures. 

This month throughout the U.S., 117,000 homes are 
being interviewed for next month's "U.S. Pulse TV" 
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PULSE, Inc., IS irwl lOth Si., New York 36 
Telephone: Juthon 6-3316 
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GOOD.. . advertising 

always pays in the . . . » . >^ 



RICH, GROWING 
NORTH CAROLINA 
MARKET 



BETTER.. . coverage 

than ever before is yours with 
RADIO in the . 



15-county 

Winston-Salem 

NORTH CAROLINA 

Market 



BEST. . . buy morning, 

afternoon and evening is 




NIBIC 



AFFILIATE* 

600 KC~5 KW 
AM-FM 



Represented by 

HEADLEY-REED CO. 



CAR RADIO REPAIRS 

{Continued from page 74) 

utes to remove your far radio. Same- 
ihing else, y ou can jnrlc ii up lhat very 
same evening. . . . 

After |)lu{rgiiig the repair >crvic-e. 
the coiiiiiiercials go on to iiK'ntioii the 
new c ar nulio< tlie firm offers — willi 
prices then J)rie(l\ names at leart 
four or five sporting goo(l« items. 

Mail) of the men who drive in for 
repair j<>l)S make a special point of teH- 
ing M<CIelIaii(l the) heard the radio 
nie<s;ige and then decided not to put 
off the repair joh ;m\ longer. "Mo>l 
of them say the\ had heen planning to 
get their radi(js repaired for a long 
time, but never eould hring themsehes 
to actually do it. When people start 
\()lunteeriiig inforiiialion like that." 
savs McClelland. "\ou know your 
advertising is working." 

He also notes lhat other departments 
of the store pick up in business as the 
number of auto radio service jobs 
grows. "I iii sure my ser\ ice shop in 
the rear of the store has been instru- 
mental in pushing up sales of sporting 
goods, ' McClelland ?a\s. "In other 
words, if I onK had a sporting gf)ods 
shop and no auto radio service, 1 don t 
think any advertising would have been 
able to draw as many customers into 
this store as have come in because of 
tlie radio repair commercials." 

For the first 20 \ears of its opera- 
tion, Auto Radio Wholesale used no 
advertising at all. Then, in 1952, when 
sales took a slight dip. McClelland 
decided to use dirc"ct mail leaflets call- 
ing attention to in-season specials in 
the sporting goods line and its car ra- 
dios and radio repair work. In hi^ 
first year of advertising McClelland 
spent about SIO.OOO on direct mail. 

Although sales were higher that 
\ear, McClelland still felt he wasn't 
getting the most for his advertising 
dollar. In '.53, he upped lii> budget to 
S20.000, diverted 75' J of it to radio, 
keeping about $5,000 for direct mail 
|)aiiipblets. 

"1 here's nothing like the imiiiediac\ 
of radio for impact." he sa\s. '"When 
a man's dri\ing. he— a iead\-niade 
audience for our <-oiiinien ial>. W hen 
he gets a booklet through the mail, oil 
the other hand, he's jn^t as apt to 
throw it awa\ as to rea<l it. ' 



y\uto Radio Wholesale l>egan bpta- 
tioiis in 19.'i2 as a car radio iiistaj 
tioii firm. In those days, very few b. 
toiiiobiles came ec|u'pped with raos 
from the factory, and McClelli'd 
coiK eiitrated only on installing and *■ 
jjairing car radio>. Later on, e 
branched into other auto accessor 
like spotlights and windshield wipe.. 
A few years later, he added a sport . 
goods- line and appliances to hi.s bi • 
lies-. Toda). McClelland has \ 
large-t auto accessory and sportl. 
goods -tore in the Detroit areji. 

Only one other retailer tn Uetrt 
ccjiiibines auto accessories with >po- 
iiig goods in hi- operations. He b< 
used radio oiil\ sporadioalK * * * 



CUSTOMER APPEAL 

iConiinued from page 39) 

\ersit\ of audieiue ta^te. 

\\ hat tools are available for che< 
iiig your own program's audient 
i ross-sectioii? Here's what some i 
the major reseanh firms offer.. 

ARB provido. along with rating 
percentages of men. women and chi" 
dren listening to >|)ecifit |)rograni 
both on a national and cit\ basis. 

Pulse i>sues thn^ network audien< 
compo-itit)n reports annually contaii 
ing -imilar information, plu* "teeii-ag 
and economic le\el breakdowns. 

Both I'ulse and ARB will hrea 
down the audience into age groups. 

Nielsen can also tell \ ou count' 
size, size of fainil\. age of famiK. ag< 
of oldest child, educational level, terri" 
torial popularity in addition to ratings 

For informalion on how advertiser 
toda\ use such roeardi material t( 
help in program -election. .sp(r\.soR 
talked with the A. C. Niel.-en Co. 
A compan\ spokesman decried the 
prevalent over emphasis on ratings. 

■■Rating- b\ tliemseK es." he insist- 
ed, "are not enough. It is ridiculou* 
to determine a jirograin's fate solel\ 
on the ba?i> of whether it is in the 
fir-t 10 or jii-t out of it. The pro- 
gram's purpo-e is to sell goods. I his 
means that it must reach the right au- 
dience ill the right market. " 

It i- for this reason, according to 
tiie \ieisen e\e< ntive, that man\ j)ro- 
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SPONSOR 



With Radio s Economy 



you can artora 
priceless 

Frequency 



With radio advertising you don't have to start all over again 
with each advertising message. You can afford continuity 
apd frequency; therefore, each broadcast message builds on 
the onjs that went before. Radio's economy lets you keep 
building, day after day, the year round. In no other medium 
is such frequency practical. 

l^is is the basic economy of all radio, the secret of its 
tremendous advertising power. 



When you add to this basic economy the special efficiency of 
great stations — then you have the immense force of radio 
at its utmost effectiveness. Great radio stations have always 
given the advertiser far more for his money ■ — not only in 
coverage but in responsiveness, prestige and believability. 

To make the most of today's great opportunities in radio, 
the best plans start with the best stations. Let us tell you 
some of the exciting facts about the 12 great stations we are 
privileged to represent. 



THE HENRY L CHRISTAL 



CO., INC. 



WBAL Baltimore (NBC) 

The Hearst Corp. 

WBEN Buffalo (CBS) 

Buffalo Evening News 

WGAR Cleveland (CBS) 

Peoples Broadcasting Corp. 

WJR Detroit (CBS) 

The Goodwill Station, Inc. 

WTIC Hartford (NBC) 

Travelers Broadcasting Service Corp. 

WDAF Kansas City (NBC) 

Kansas City Star 

M OCTOBER 1954 



NEW YORK — BOSTON — CHICAGO — DETROIT — SAN FRANCISCO 

Representing Radio Stations Only 

KFI 




s 3n« 



IMoasiirc 
of a Great 
liadio Station 



Los Angeles (NBC) 

Earle C. Anthony Inc. 

WHAS Louisville (CBS) 

Louisville Courier- Journal & Times 

WTMJ Milwaukee (NBC) 

Milwaukee Journal 

WGY Schenectady (NBC) 

General Electric Company 

WSYR Syracuse (NBC) 

Herald-Journal & Post-Standard 

WTAG Worcester (CBS) 

W'^orcester Telegram-Gazette 
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grnnis iire fiinccllcd de-pilc? llicir |)<)|)- 
Mori' national projiraius are 
( liaiijicd. lie reported, hci au-i' re-ean li 
luis iiKlicatcd tlu' d<-<iral)ilit\ of siuli 
;i t liaiific than l)e< aii^(' gf i»()>iti<»ii in 
tli<' rating; lin<'U|). popular indu>tr\ 
V lews notw illi^landiiig. 

i;.v«iiii|»/«'.v: Here are some e\aini)le;- 
cited \>\ MeUen wliieh >ho\v how an 
a(}\erti>ei eaii make use of research 
information to help him in his j»ro- 
>rram deterniinaticni. 

Exumplc A. \ few y<'ars hack an 
a(l\('rti-er with a hreakfast food seek- 
Iii<r to reach families w ith \ ounp moth- 
ers purcha-ed a da) lime radio show. 
Its ratinjjs showed the right audieni-e 
was heinp attracted: 

A^f Croui> Rating 
lf)-3I 8.8% 
.3.>5l 6.1% 
.S.2% 

This changed draslicall) when a pro- 
grain appealing to older families ap- 
peared as the preceding show j after 
some lime ha(| pas.-ed. the rating of 
the 16-34 grouj) fell to .5.6' f, while the 
rating of the .'j.5-plus group rose to 
7.1' J . The younger group was shift- 



ing {() a c ompeting \ariety show. 

I he ad\erti.^er then went to another 
show at a new time slot, which gave 
him Ihi- hreakdowii: 

Age (Jroui> Rating 

S^I'lus .3.4% 
Hy making the change the ad\ertis- 
er thus pi( ke<l 2()0,0()<) more young- 
housewife homcj; than the .show he had 
dropped was now (leli\ering. 

Example H. Take the case of a nian- 
ufa< turer of baking powder who wish- 
es to utilize a network radio show. 
His market is primarily rural, since 
the urban population buys its cakes 
ready-made for the most part. The 
problem is how to reach a maximum 
pro-pect-fdied audience without waste. 
W ould it be ad\ isable for him simply 
to select a well-rated show and let it 
go at that? Let us see what his terri- 
torial rating story would he if he chose 
the morning Arthur Godfrey show on 
radio, for example. 

Godfrey, according to \ielsen fig- 
ures this spring, is rated 3.0 nation- 
ally. But he is mu< h stronger in ur- 
ban than in rural areas. This is shown 



by the rating in the urLan count.. 
3.4 as o|)|)Osed to that in the smaljf 
rural countie.s. 2.9. It is further sin 
in the <-omi)arison of a regional i 
rating in the Northeast as against c 
2.1 rating for the South. F^or this jj . 
ticular ad\erti^er then, the GodfA 
\ehicle. while it would reach riil 
areas, would involve <onsidera,«- 
waste eo\erage. 

Example C. Quaker Oats progij 
ing illustrates the Nielsen point t , 
national rating isn't eserything. « 
show. Man On The Farm, can Lo 
only a 1.4 national rating. In url 
counties this drojis to a poor 0.8. 1 
company, howe\er, is unworricd. 
in the rural counties it is intereste<l 
reaching, the rating is 2.2. 

Example D. This is a highb - 
cessful case of matching vehirh- , 
market. The radio show sele<ted 
this rural advertiser has a modest li 
national rating, and it does poorK . 
the Xorthea-t. In the rural eouuti 
howe\er, it rides a 4.3 rating, and 
the South a substantial .5.1. Taki 
it a step further, you find that 7u 
of the total audience is in the Soul 
although this area has only 22'! 
the country's radio homes. Does th 
then, represent good jirogram sel- 
tion? Yes, because .54 ''J of this co 
pany s sales are in the South. 

In other words, the advertiser 
reaching exactly the audience I 
wishes in his prime market area. 

CoiM|>i>f for .vomt»' aiidithtci. 

Vot onh is it important to know wh 
audience your show appeals to. hi 
also what audience your conipetiti< 
a]»peals to. The reason, according t 
Nielsen, is that if a well-entrenc hed pr< 
gram has dominated a certain portio 
of the audience for a time, it is 
tremely dillicult for a show trying t 
snare exactly the same audieiue £ 
do so successfully . 

Here is an example iH\ olving jhrc 
competing tv sbowss 

Program A was reaching nior 
\ounger families than any other agl 
group. 

Program H was aj)pealing ecjually l{ 
\oijnger and more mature families. 

Program C was trying to reach ih 
same audienc e as A. but all that wa 
left were the older families, who wer< 
trot ])rosj)ects for the product, 
fcirc the sjicin^or of program C dropj)e«' 
the show, although it had a good rat 
ing. \ 



"THE VOICE 
OF LONG ISLAND 
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NASSAU COUNTY 

the heart of Long Island 

EFFECTIVE BUYING INCOME 

$2,046,485,000 

MORE THAN 17 STATES 

(Sales Mat.) 

★ ★ ★ 

has a larger daytime audience 
in the Major Long Island Market 
than any other station. (Conian) 



WHLI 



WHLII 


AM noo 

fM 98.3 


HEMPSTEAD 
LONG ISLAND. N. Y. 
PAUL GODOFSKY. Pres. 





Reprosented b' 



a m b e a u 
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SPONSOI^ 




Speaking 

of frequency... 

WGY s HOWARD 




TUPPER 



proves the point! 




FREQUENCY IS THE CORNERSTONE 
OF AUDIENCE GROWTH 




Measure of a Great 
dio Station 



During his 17 years on WGY, "Tup" has developed 
a large and loyal following in the Northeast. When 
he announced his morning weather show would 
leave the air, WGY received more than 6000 pro- 
tests in 3 days. Result . . . ? 
"Tup" is still going strong! 



GENERAL ELECTRIC 
STATION 



ALBANY — TROY— SCHENECTADY — plus — 
54 counties in New York and New England 




tepresented nationally by Henry I. Christal Co., Inc. New York ★ Boston ★ Chicago ★ Detroit ★ San Francisco 
» OCTOBER 1954 
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Peter H\lton 
( Vrosidf'nt ) 
Hilton tt- Ixiilil'io, Inc. 



LIKE MOST 

Newsworthy" 

ADVERTISING 

EXECUTIVES 

MR. HILTON'S 

LATEST 

BUSINESS 

PORTRAIT 

IS BY... 



l'ln)tofn<i\tl\cr<i to tliv Jtitsinrss h.xerutiie 
5h5 Fifth Airmir, \ew York 17 /'L 31882 



riie iiatioiiiil a(Kerti>er can olitaiii 
ie>-c;ii< h (lata on ini(li<*ii<e coiiiijo^ilioii 
on a network or spot hasi^. W'liat 
ahont tli<' Mnall(M advertiser? IJe can, 
fii-.-t of all. "•ulfM riltc to \\luito\<T rat- 
iiij£ !-er\ ire a\ailal)le in his area if 
liis liiidjiet tan stand it. I'ulse offers 
an ine\|)ensi\ e spot ser\iee wliitli will 
{iive detailed data on audience com- 
position under ape {groups, econcuiiie 
level and eit\ size. The firm reports 
that a hufic nuniher of s])Ot adver- 
li>ert. are now using tliis >cr\ ice. 

The small ad\ertiser <an also con- 
diiel limited >urve)s of hi> own, if he 
tan devote the time and mone\ U) it, 
or lie can tr\ to stimulate uiiiversilv 
interest in conducting them. The val- 
ue of this type of univer^ily endeavor 
is. illustrated hy the latest Ohio Stale 
sur\ey mentioned earlier. It wa^ done 
cheapl), \et uncovered a great deal of 
material of decided use to an\one ad- 
vertising in the area. It is worthwhile 
examining in .some detail to see what 
kind of material can he turned up that 
enriches an advertiser s, knowledge of 
the audience he wishes to rea< h ia a 
particular market. 

Ohio .S'fnfi* itrt'fereuve .sliidy; The 

sample consi.-ted of 1.000 tv homes, 
tlie nund)er of respondents 1,987. They 
filled out a questionnaire which was 
personally delivered and picked up 
two (lays afterwards. 

What makes this survev of particu- 
lar interest are its age break-downs, of 
whit^h there are five. Tlie trend to- 
wards developing this type of informa- 
tion is seen in the introduction by 
iNielsen of age break-downs into its 
re[)orts. xXielsen uses three age groups. 
16-34. 3.")-,51. .5.5-|)lus. The l{i|)le\- 
ISuell study iti Ohio puts the respon- 
dents int(t tlie following age categor- 
ies: 11-18. V)-'M). 31-4.5. 46-60. over 
Pulse's usual hreak-dowii is under 
20. 20-29. .30-44. 4.i & asev: achvr- 
lisers can gel hreak-dowiis in other 
groups it llie) >() desire. 

The Ohio Stale survev dealt with a 
Mdiject not «()\ered \>\ all national 
rating >er\ice> program preferejx es 
as staled ])\ the respondents. Each iii- 
di\i(hial wa> a>ke(l to select the six 
program t\pc~ he "liked be>t" out of 
21-. 

W hat i-' important is not the ab>o- 
hite standing of the jirogram l\ jies. for 



llie pojjularity of aii\ can var\ with 
the area de|)endiiig on cultural., eco- 
nomic and other factors. It is the 
pattern of lariations in "liking' that! 
ma\ he of universal interest. The la- 
hie on |)age>; 38-.39 indicates, for ex 
ample, thai as listeners grow olde 
their liking declines for drainati( 
t\ pes. C(jme(l\ \ariet\ and popular mu. 
sic. 

I he will tend to increase liking foi 
"straight' variet). panel qtui/. |)ro- 
grams, amateur shows. ]jublic affairs 
forums, news, sernmns. old-time mu- 
sic, "human interest" programs anu— 
surprisingly wrestling. 

1 his tendenc) to like wre>tling is 
)jarticularl\ interesting when seen to- 
gether with astonishingly big female 
audience that actualK watches the* 
matches. AKB ratings for Columhu- 
sliow that (m ^aturda\. 3 April 19.>1. 
at 11:00 p.m. there were more wbniert 
watching the W LW-C wrestling sho^^ 
than men. That this is no local phe 
nomenon is evident from that month"-* 
national ARH figures; the\ showec 
that (Ji) the same da\ women watch 
ing l)u Mollis Wrestling made uj: 
H' 't of the audience, while adull 
males took second place with a clo« 
46*^?. Women also held the lead. h\ 
the same \"i . earlier that da\ foi, 
CBS's Championship IV resiling. 

Why the pratl-falls of the grunt-and 
groaners should hold such an attrac- 
tion for the gentler sex is not clear 
Hacing. too. seems to hold spe<Mal fe 
male interest. According to the same 
AHB report, the female audience to 
Racing From Jamaica was considera- 
bly larger than the male — i3 to 3u'i. 

In addition to age and sex. Riple\ 
and Ruell correlated \ iew er prefer- 
ences with education and income. They 
found that the higher the level of e<lut 
cation or income the- greater the in-l 
Icrest in serious dranm. j)aiiel quh 
shows, informative programs, serious 
music, "hoinev " or ■"familv" type coin-i 
edv drama, news, "straight" drama, 
baseball. 

The lesj. the education or lire lowef 
the income, the more the interest in 
detective storv drama, nn ster> -susj 
])ense drama. Western drama. "lov» 
storv" drama, "human interest' 
give-avvav programs, old-lime ijnisic 
w re-tling. 

How widelv a])plicable are the fe] 
suits of such ])reference studies? Some 
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ONLY THE NUHHBER ONC station 
OF CENTRAL NEW YORK 
COVERS All 
THIS HHARKIT! 




SYRACUSE ★ 570 KC 



n OCTOBER 1954 



le^cuit li |)i'(.)|)lc h;i\(' no failli in lliciii 
.it on till' j^rouiuf liial no |)rc< i>ioii 
i> n(i->il)lc. ()lliiT> feel tluil tli('\ Jiie 
licl|)fiil if ii-fil cautioii^lx , that tlicir 
i\ ciio^ iiia\ lie of a>^i>taii<'(' ru 
licl|)in;i to ()iiciilat<' fiiitlici ^tii(l\. 

l/islftn'i-s avalluhlt': '\'\u- (Jhio SUitc 
|)ilot ^tiidx iitilizt"? ail iiitcic^tiiij; coii- 
i ('|jt : ■*l,i>tcii('is axailahic per 1. ()()() 
lioiiii'N." It li>t> the luiiiihci of iiicii 
and women per' l.OOO home*. a<coi»l- 
inj; to a<;«'. who arc "al honii'. awake 
ami availahie lo li>tcn to radio or tcle- 



\ i^ioii pioj.'raiii>, " for c\er) half hour 
hetwi'cii 6:00 a.m. and inithii^iil, Mon- 
da\ tliroii^'li Friday, (hiring a week in 
\|Mil IT)!. 

\> niif-'hl he expceled, ihe nuiiiher 
of women axailahle is jireater than the 
tuimhcr of men at praetieally all hours 
of the da\. More important — h\ and 
iarf-e the axaiiahle audience for radio 
and l\ is fairU mature. 

Here i* what tiie audience n<;e pic- 
ture looks like ill Franklin Counlx : 

I. 'Ihe inajoritx of the axailahle au- 
dience is ])ast 30 \ear> (»I a<^e. 



2. The largest single group, accorr 
ing to the l{iple\ -Huell cla?sificatioi 
falls helween the ages of 31 and 45. 

3. There are far more aAailahl 
li.»leners 4() or o\er than 30 or undei 

4. Ihe lea^l iniportanl group is i 
the 11-1 (5 category . 

The ac tual listening of the respon 
(ieiils to t\ was tahulated hy Riple 
and Buelli 'I lie largest numher of f( 
malt" viewers was in the 31-4.5 ag 
group, followed hy the 19-30. the 4( 
60. the "»j\er 61" ami the 14-18 ag 
grou|)* in that order, ihey fctuiid. 

F\ en during the |)eriod — hetwee 
.5:00 and 7:00 p.m. when ihe l'J-3i 
age group was laige-t. it repre>enlet 
oid\ one-lhird of the total female li- 
tening audience. And it wa» e.xceedet 
for half the time 1)\ the Tfj-OO ag 
gr(JU|). 

1 lii« emphasis on age was even mor 
pronounccfl in the case of the men 
F'roin 4:00 j).m. on. the 46-60 ag 
gr<jup led in >i/e nnlil 9:00 p.m.. afte 
which the 31-45 age group took uwi 

It is interesting that in both the mal 
and female categorie> the ''oxer 61 
group was substantial, while the 14-ls 
group was almost negligible. 

Fveii though these figures are o 
one county only, and therefore ri< 6 
necessarily accurate for any other % 
the country , the information eontaino^o ^ 
about the small size of the a\ ailabl 
"leen-age group may give broadcaster 
pause. How many, for example, ar 
programing their ^talions with po 
records built around a hep d.j. who.-| 
appeal is mostly lo youngsters. Ohi 
State- Summers wonders. Holli ih 
Ohio State and the Nielsen spokesnier 
incidentally, raised this point- -the 
fell that many stations are beamin. 
their |)rograms to a minority. 

These \iews are supported by th 
o\ er-all Uipley -iiuell finding that ra 
dio listening lends lo de«line after th 
age of 30. while tv lisiening tends t 
increase with age. 

Listening habits \ary from area t 
area, and future county studies wi 
be helpful in pro\ iding informatioi i 
on specific markets. It w ilj be inlei 
e>ting to ?ee if the program prefereiicj 
tendencies found in Franklin ComUi 
will be re|ieated elsewhere. Two sim T 
liir projitM* are elated by Ohio StaLi ' 
for the near future, in I tab County j j 
I tall, and two rnral counties in Ab 
haiiia. They will be used to '"cheeky 
the inforiiialioii pro\ ided iji the GJ 
himlnis stiidv, * ♦ ■ 
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Totem Poultry 




11 nil the 5,585,152 thicks resident in Inilianajjolis' rich 
larnihuid (oinitryside were laid one atop the other, they'd 
make a totem poultry 1,390,363 feet tall— roughly 1,370 
times as high as \\'FPiM-l"\''s new tow er which is no bantam- 
weight as towers go— 1,011) feet high, with new 100 K\V 
power. 

This woidcl rejjresent a tough jjoser to our claim as pro- 
prietors ol the highest structure in these jiarts, but we're 
not worried. After all, what could such a fowl tower do be- 
sides fatten the bigger-than-average incomes of their better- 
than-avcrage owners? 

It nright make a tremendous circus attraction for the 
76,089 farm operators in our 49-coimty primary coverage 
area. l^>ut they'd soon get tired of the pullet pole, and turn 
back to their T\' sets (most have 'em) and to \\TBM-7A' 
(most tune to us). 

There's lots else this chicks' obelisk couldn't do that oin- 
new tower is doing. It couldn't help you tap the $369,039,- 
293 worth of farm income our farmers earn. It coiddn't 
talk in more than a babel of clucks to the 1,865,194 jier- 
sons in our A and V> contours alone— nearly half the popula- 
tion of Indiana. 

Enough, then, ol chicken-pie in the sky. Come on down 
a few hundred thousand feet and tell your story to the 
prosperous farmers and city folks of WTBM-TV's primary 
coverage area through the top of our tower. Until the 
chicks decide to go piggy-back, our tower is still the tallest, 
powerfullest in sight, in the best site you ever picked to do 
business. 

fust ask the Kat/. men. 



WFBM-TV 

INDIANAPOLIS 

AfRliafad wifh WEOA, EvansvJlle; WFDF. Flint; 
WOOD AM & TV, Grand Rapids 
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8-COUNTY AREA 
Population-446,200 
Buying Income $654,171,000 
70,000 UHF SETS (5-1-54) 
ONLY $225 BASE RATE 
THE PERFECT TEST MARKET 
CBS-NBC-DUMONT-ABC NETWORKS 





LBC-TY 



CHANNEL 
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MUNCIE, INDIANA 



"LIFE" VS. TV 

[(Umliniied from /<rt/?f 41 I 

linif iiii'aiil lillh- in this tt-sl. The firs-t 
Italcli of lAje iiil(*r\ icwfrs was < oiii- 
parcd \Mlii tlic later •iroup to rp\eal 
tliiil alllioiijili I (M(lci>liip wa- up -li<:iit- 
l\. coiiteiU rwall wa^ not. '"'//lert' uds 
no i>ri(ei>lihlc increase in llie impact 
of llie niuguzine us lime passed," said 
\(l\ crlot. 

AcKcrlest Rc-ean li uiicoNerfd an 
o(l(lil\ not at all nalterinjr to periofli- 
cals. wliicli lia\e prided tlieniseKes on 
Ix'iiig the hou'-pw ifc'i^ prime national 
niediuiii. Tiie test showed that while 
for tele\ i-ion content plajhat k wa> ef- 
f('<'ti\e for l)otii men and women, for 
Life, it was ''niuch poorer anion<; wom- 
en than among men." 

iiuul\tut\vv Iv snpvrinriiij: , . In 

addition to this (|uautitati\ e spread," 
SUNS the Ad\ertest Koearth report, 
"we noted another dilTcrence. a quali- 
lulive difference, hetween the Lijc an- 
swers and the tv answers. The t\ an- 
swers ahout what the adxertising 
showed gave much more detail. Read- 
ing them over con\eyed the feeling 
that the people who saw it on tv had 
learned nmch more ahout the prod- 
uct than those who read in the maga- 
zine. Their descriptions were much 
more detailed and exact. Thev seemed 
to understand much better how the 
product worked, what its -ales points 
and ad\antages were. 

1 iiis is an evalution hased on exam- 
ination of answers. I? there an\ wa\ 
to corroborate it with statistical facts 
not subject to personal interpretation? 
|]\ adding the nundier of sales points 
recalled by each respondent. Advertest 
Research pro\ ides a comparison on 
the basis of sales ideas absorbed per 
1(10 persons sampled. 

Recall of Sales Points jter 100 Persons 
Life 12 
1 our Show oj Shows 39 

The research organization is of the 
opinion that "these arc perhaps the 
most important figures in the whole 
stud\. . . . Ihis is a mea-nrc which 
( uts throngii the welter of circulation 
ratings, reader.-hip. ad noting and oth- 
er <()n(licting bascs. to tiie heart of 
ad\ertising impact: for e\er\ liundred 
people, how many ideas implanted? 
I he ratio fa\ors tele\ isioii 3 to 1. ' 

How is this superiorit\ of t\ to be 
evplained? (Cautions \\\C research 
maiKificr i'om C(>nin offers the follow- 



ing reasons as possible factors; 

"Ordinarily people tend to look al 
ads out of an initial produc t interest, 
while cjthers skip them as a rule, un- 
less stopjjed b\ somethin*; \ er\ un- 
u-ual. T\. on the other band, is likely 
to add to this audience a broader 
group which it succeecK in catching 
and interesting be<ause of its dynam- 
ic nature. Secondl), we are all famil- 
iar with the principle of the superior 
impact of the mo\ing o\er the static 
image. Ibis parlicularK important 
when a produc t i^ being demonstrated. 
'\\ is espec ialh -uited for demonstra- 
tion, which it can show as no printed 
page pos.-ibl\ can. Next, the product 
was one which lent itscdf to \i»ual 
demonstration: it wa- thu* well suited 
to t\ a(l\ ertising. I might -a\. b\ the 
wa\, that the c olor spread used in Lijfi 
was a first rate ad. one that would un- 
doubtedl) be considered liighK effec* 
ti\p l)\ the industry.^' 

All this. Coffm points out. doe- not 
nec essarily mean that t\ is alwa\.- the 
superior ad\ ertising medium: it doe- 
suggest, howe\er. the kind of results 
that can be obtained when a c lean-cul 
comparison is possible. * * * 



WHAT'S SPOT RADIO? 

iConlinued from page 35) 

1. Ahbough ad\ertisers are not su|t- 
po?ed to f|ualif\ for the over-all NAT- 
SAT discounts if the) use less than the 
45 stations and daily fre(|uency of an- 
nouncements. Blair executives told 
SPONSOR: "Allowances will be made in 
the case of advertisers who can t use 
certain areas due to the fact that their 
products are not «old in these areas. 
A slight amount of flexibiHlx iis al- 
lowed in the nundier of time* a da\ 
announcements will be aired on a few 
stations, due to local scheduling pecu- 
liarities." 

2. There is no hard-and-fast rul^ 
about thc^ time of da\ in which an 
acl\ ertiser's commercials will be aired. 
ObviousK. like any big radio rep firm. 
Blair has more customers *<ho wan.t 
high-rated morning shows than those 
who want to bu\ nighttime radio in 
t\ markets. As a rule of thundi. Blair 
exe< uti\es sa\ that the N'ATSAT buy- 
ers will ba\e a claiK schedule on each 
station of four announcements in 
morning, afternoon. earl\ e\ening and 
nighllinie slots. "Howe\er." said Tuck j 

{Please turn to page 96) ! 
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Great Friends! 



Storied for his great stature and prowess, Paul Bunyan 
has become an apt symbol for the Northwest Country, land 
of tremendous wealth and vitality. 

Over the past thirty years, since its beginnings in October 
1924, one radio station has been the Northwest's best 
friend and neighbor ... providing news, entertainment and 
enlightenment keyed with unerring accuracy to the 
tastes and needs of the Northwest. To the point where 
Northwest radio and WCCO Radio are, in truth, practically 
synonymous. To the point where WCCO Radio, with its 
primary coverage of 110 counties in four states (an area 
of more than 86,700 square miles and 992,400 families), 
commands a larger weekly audience in 82 of these counties 
than any of the more than 200 other radio stations whose 
signals are heard in the area ! 

If you would do big things in Paul Bunyanland, remember 
that it takes a giant to do a giant's job. You need the 
Northwest's 50,000-watt giant ... ^QQQ RADIO 

Minneapolis-St. Paul 
For 30 Years Good Neighbor 
to the Northivest 
Represented by 
CBS Radio Sjmt Sales 




ow necessary is tVc 



Hou'' necessary is advertis 

Trade paper advertising for a logical televisi(j 
radio station is no different than brand-name advert' 

for a can of beans or a pair oi s-, 

The product needs a push. And advertising provides the i 

Many stations have no business using trade papei" ad\( 
ing because they have little or no potential for national busi 
But if your station merits consideration by a national o 
gional advertiser then trade paper advertising is necessary in 

For what is a trade pap6r but an advertising vel 
especially and uniquely designed to carry the messag! 

industry to their special fi| 

Radio and television stations are fortunate that within their 

are some trade publications of outstanding quality, lie?- 
exceptional merit and service are recognized throughout indiu**^ 

and trade paper cjikr^ 

Thus valid advertising vehicles designed to help sell ol> 
station to national and regional buyers are available to y<j*-: 
just as your station is available to help sell a seviii-^" 
machine or a breakfast cereal to ^ logical auditu^ 

High among the publications available to a tv or radio stcli^ 
is SPONSOR, the only magazine whose total editrif 
concentration is on tv and radio-minded accjtf 




*lf you haven't seen the S'o. 1 ad in this series, "Why fj, » W 
like a (flttt ion r/alion^" we'll jtUdly send you a copy ot> rf< 



PONSOR tlie DKii^n-z. 'iue radio and tv a* 




per advertising 



•utives, 2td managers, timebuyers and other important 
sion-makers. 

eadership, regular readership, and thorough readership 
)NSOR leads the field.** Its use-service is the talk of the 
Its rates are. among the lowest in the field. 

at more can any advertiser ask of an advertising vehicle? 

ts it pay to advertise your station? 

ou use trade paper for your tv or radio station, you 
it do better than SPONSOR, the magazine radio and tv 

**1953-54 COMPARISONS OF BROADCAST TRADE PAPER READERSHIP 



Publication 


"I read" 
1953 1954 


"I read regularl) " 
1953 1954 


**I read thoroughly" 
1953 1954 


SPONSOR 


8 6% 


86% 


63% 


68% 


32% 


42% 


BROADCASTING 


68% 


77% 


68% 


5 8°'o 


3 9% 


31% 


TELEVISION 


5 3% 


73% 


5 6% 


4 5% 


20% 


24% 


VARIETY 


5 5% 


51% 


52% 


44% 


29% 


27% 


RADIO DAILY 


40% 


40% 


62% 


4 3'"o 


35% 


32% 


BILLBOARD 


47% 


44% 


31% 


22% 


8% 


16% 



survey by CORE, 1954 survey by Alan C. Russell Marketing Rese;irch. 
agencies and advertisers sur\eyed; only broadcast publications at least one year 
time of survey mcluded; only Standard Advertising Register and National 
ter Agency List, used a^ sources; J 1 00 questionnaires mailed and 245 reiurned. 



WHAT'S SPOT RADIO? 

{(.onliniied jroin jm^e 92) 

VI >r()ii. «'\-HHI)() lii!ii'l)ij\(M now in 
(■liarf:c of Hliiii"* riidio r^jiK's ilevi'lo]}- 
MR'dl. ■■|i('ii(lin<r ji|j|>r(>v;il of onr sta- 
tion^. v\o ran iiuikc adj iiMiiK.'iit for tlio 
jidv ertiscr v\;inl> to rfacli a 

cific aiidipiirc. siicli as liou-ewi\e5 or 
woiking nicii." 

3. Since tin' whole NATSAT |)Ian 
iesond)les. to some defrrce, network ra- 
dio in ease of l)u\iii'r (one order, one 
bill, one aflidaN it I lliere is also a 



network-like streanilininfi available 
tinoujili HUiir in tlie baiidling of com- 
mercial < o|)} . ConnMereial>. f(»r tbe 
nio>t part, should be done live, HIair 
men feel, to ^ret tiie full value of the 
airdienie lo\alt\ afforded local radicj 
|jersonalil ie>. Hlair will distribute and 
handle live co|jv or fad sheets if an 
advertiser wi-^hes. Mirt an a"en( v can 
K'lairi its finittion (}f routing and han- 
dling co])\ and or transcrijjtions if it 
prefers to do so. 

Itt-st-areh: The advantage- of the 




TOWliR 
iV POWIHR 



WIBW's new tower Is UP-all 1010 feet of it! 
WIBW's power Is UP-now a full 87.1 kw! 
WIBW's audience is UP— more than doubled! 
We're laying a sharp, clear picture into 36 
counties— from southern Nebraska . , , clear 
over Into Iowa . , . across Kansas . ^ . and well 
into northwest Missouri. 
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COVEKAGK UP 112% 

You can reach these 125,000 TV homes at an 
unbelievably low cosf per thousand. More 
than half of them will be able to receive 
WIBW-TV programs for the first time. Better 
call your Capper Man NOW. 



CBS-DU MONT-ABC 
Interconnected 




COST VMW 
TIIOIJSAM) 

-^-m nmuis 



lOPEKA, KANSAS 

Y 

Ben Ludy. Gen. Mgr. 

WIBW & WIBW-TV in Topeka ^ 
KCKN in Kansas Ciry ^ 

DOWN 



NATS AT plan, from the research 
standpoint, according to the Blair firm 
are extremel) simple: rnas^ < irculation 
at low cost. 

L^ing spe< ial research comjiuted by 
A. C. Nielsen for BAB last year as 
well as recent Pul>e figures as a base. 
Blair reckons the .NAISAT audience 
|)icture as follows; 

1. In terms of sheer audience size^ 
the XA TSAT audience will be tremen- 
dous, as Blair researchers see it. For 
this ( alculalion. Blair uses a set of 
figures compiled for the Broadcast Ad- 
vertising Bureau by A. C. Nielsen. 
Ihese Nielsen figure> show that a spe- 
cial test run last season of 21 radio 
announcements |jer week in three large 
cities (New York. Chicago, Los An 
gcles) produced a cumulative audience 
rating of 43.0 with an impression fre- 
quencv of 2.3 times |jer listener per 
week. 

(That is. 'IZ.Q'/i of the radio listen- 
ers in these areas were reached one rir 
more limes during the week by the 21- 
announcemenl campaign. The average 
number of limes each listener was 
reached was 2.3 limes. I 

Blair roearch men feel that NAT- 
SAT's. 24-limes-weekly schedule will 
easily reach the 43.0 cumulative rating 
figure with the same frequency of im- 
pressions, particularly since there are 
three more announcements in the 
NATSAT schedule per week than there 
were in the BAB-Nielsen lest,. 

2. Switching to Pulse figures to de- 
rive the cost-per-1.000 figure. Blair re- 
^ealcb chief Ward Dorrell averaged 
out Pulse ratings for each of the NAT- 
SAT stations, added the average in- 
crement supplied by out-of-liome audi- 
ence, figured vn lisleners-|3er-set and 
arrived at a figure of 49c per 1.000 
listener inlp^es^ioll^. The weekly total 
(>f listener impressions is huge: 2").- 
160.450 per week, according to the 



[ilair projections. 



4. The N \ rSAT operation, as far 
as 52-week advertisers are concerned, 
is likely to gain, rather than decrease, 
in value. Blair researchers believe. 
Thev ba>e this assumption on the fad 
that a total of o!!''r of the Blair-rejire- 
seiited radio stations have increa-ed 
the ratings of tlieir local jjrograiuing 
an average of 25' r since 1951. 

>'iiii|>/irin/: Tucker Scott told spon- 
sor the following in response to a 
(|ucrv designed to determine hov\ much 
time biiving effort the N \ TSAT plan 
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ATLANTA'S TOP INDEPENDENT 
MOVES GOODS FAST IN THIS 
$100 MILLION MARKET 



The WBRD listening audience 
predominantly made \ip of the 
290,000 Negroes in the WERD 
coverage area, is responsive, 
loyal and partial to the 
specially-designed programming 
oi! this Negro-owned and managed 
lOOO-watt outlet. 

]\Iore and more national 
advertisers are discovering 
that the magic formula for top 
sales in one of America's 
top markets is 




E 




AMERICA'S FIRST NEGRO- 
OWNED RADIO STATION 

860 kc 1,000 watts 

Kadio Division — Interstate United Xewspaper, Inc. 
Represented Nationally By JOE WOOTTON 
J. B. BLAYTON. JR.. General Manager 




18 OCTOBER 1954 
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(■- till' ;iM'ia"< 



■■ CI li>ci> and iifii'iicies ulio lia\e 
l(( iiiDM' (]uiikl\ will fiml tliat the 
NVl'^V'i' ])l;ni will -inc iIumii iiian\ 
extra -tcj)-. To diiplit atf a '•iniilar ai- 
raiijii'iiuMil would. a> far I <-aii cal- 
<idat<' from im own time binin^' ev- 
]K'rifnri'. taki' llii" ■•er\ it c- uf a tini<^« 
Innt'i'. an a^-i-taiit. an ci-liinalur. a 
hilliiij; < Icrk. a duN-kcr and |)arl uf an 
atconnt i-xiM-utiv e '^ time for at ](*n>t 
four wi'i'ks tif wurkin;/ eijilit lionr* a 
da\ in a fi\e-da\ week. 

i()U^I\ . N \'l S \'r will sa\e an 
a^cn( \ a •zood deal of nione\ in o\er- 
liead without an\ lo>-- of eonnnis^ion- 
alde rexenno. i\n a<:enc\ time Ituving 
dcjjarlniont t an fill out the re-t of t|ie 
tt)j) market- not eo\ered l)\ N \1 S \ T 
in >imilar plan* with about one da\ of 
hart] work. \ntl. filiinj; in the rest of 
the "Top M)' market* will co t the 
-pon>t)r onh antither .^^5.(100 to S6,()()() 
jrer week. 

"We feel nian\ advert i-ers; will hi' 
attvactetl to NATSAT in the near fu- 
ture. ^et)tt continued, "because they 
will knt>w in advance that the\ can 
uo into it if there are a\ ailabilitie> 
on >liovt notice, and have a clear 




That's oar business. Bwying radio time is 
one thing — Getting resulH is another. 
WJPS maintains a planned Merchandis- 
ing Service tbot guarantaw^ RESULTS; 
WJPS has a plan to fit any poilcelt>oolc. 

MeTchondising and Promotion De- 
partment won 2nd PLACE in THE BILU 
BOARD competition this year — How 
Qood con you 

Let wt prove our worth to yotr. 



MmuNm tT 
iTIw Oawf* P. H»Mnf b«r Campony 




"A RADIO IN EVERY ROOM' 

Evansville/ Indiana 



itlea of what the\ will jiet when tlicv 
liin . 

Trtidv rt'tu'tUtu: \^ m-onsou went to 
pre-.*, the iNATS \T plan was too new 
It) i^et a ^ootl cri)ss-se<tion of intlu>lrv 
o])inion. I iniehuv ers (jueried on the 
subject, for example, s-aitl in several 
case- that tlie\ wanted to withhold 
their t)pinion until llie\ had seen the 
fulMenjfth Mlair presentation t)n NAT- 
S \T and had had a chance to discuss 
it with ageiicv roearcliers. 

However, a few intlu>trv reactions 
were ^'atliered. 

\ J. Walter Thompson limebuver. 
for in-lance, tohl SPO.NSOK that he fell 
the jilan was "a verv interesting tle- 
velt)pmenl'' ami would "cause plenlv 
of induslrv <ommenl."' The JWT ad- 
man did not feel the Rlair plan* 
streamlining of time buvinj; should 
weight the scales in it- favor. "W'c 
tr\ to make the best possible advertis- 
ing i>u\s on the basis of our judg- 
ment. We are not in business to tr\ 
to bring agenc\ overhead down to a 
minimum. The XATSAT plan will be 
judged slriclK on the basis of wheth- 
er or not it is a good radio purchase, 
as far as we are concerned. ' 

Another adman, radio-lv direclor of 
an agenc) with a big auto account, 
look ihe opposite view. "We are 
sometime- called on to put together 
a saturation radio campaign on a 
'crash' ba^is. In cases like that, we 
can't realK do a skillful job of lime- 
buying: nt)l ent)ugh lime. The XAT- 
S.AT plan niav be a great boon to 
agencies who have to move in and out 
of spot railio on a large scale in a big 
liurrv. You'll know you're buying a 
ipialily package — not ju?l wbalever 
you can scrounge." 

CoinpviUtvv nspvvis: Hlair'* \AT- 
^^Al ))lan is designed to coni|)ele with 
"big-ticket ' me(Ha purchases, and 
HIair s pre.*entalion for the spot pack- 
age plan iloes this in several wa\s: 

1. At no lime in the presentation i* 
the wovtl "spot ' mentioned. A* si'ON- 
soit ha* oflt»ii pointed t)ut. the name 
"-pot radio i> nt)l descriptive of the 
incilium and often lead- to a eerlani 
amount of basic confusion among ex- 
ecutives wilt) think "spot radio " aulo- 
maticallv mean* onlv -liort announce- 
ments t>r comincri iais between pro- 
gram* anil usuallv network programs 
at that. 

The HIair presentation, therefore 



di*<-usses "ratlio and "saturation ra> 
dio ' and "persoiialilv selling " r-alher 
than the limiting term of s|)ol. In a 
>en.-e. tlii> iiiimedialelv makes the 
whole presentation coni|}etitive (a|)arl 
from the streaiiiliiiiiig of bu\ ing and 
billing ]jro< edures ) with network rg» 
tlio selling. 

2. The HIair |)lan*s jntch is also de- 
signed It) -how advertisers and agey* 
cie- how tile j)lan compares with ex- 
penditure- of etjuivalent -ize in other 
nietlia. For example: 

A. The XATSAT group rate for 24 
announcements weeklv on 4.5 stations, 
w ill pun base only about a tjuarter- 
j)age b&w ad in top newspapers in I 
each of the Blair markels at .the rat'e 
of one ad per week. 

15. The NA rSAT rate for two dozen 
ainiounceinent^ is less than the ctjst i>f 
just two Class "A" nighttime tv aii- 
nounceriients weeklv in 44 of the 4.5 
markets I .S16..5('^2 I . "Even advertisers 
who alvvavs feel that Iv i* far mtjre ef- 
fei-tive in making impact than radio 
can t liel|) but be impressed by thi- 
12-lo-one ralit)." a Blair executive said. 

Havligrottttd: A* mentioned earlier, 
ihe new Blair XATSAT plan is a logi- 
cal developtnenl of the current trend 
to make si)ot radio buying — because 
of its huge size and complexilv — more 
simple, ft i> also an outgrowth of 
earlier plans on a diflerenl scale 
Here is a sainj)ling of such plan-: 
A Westinghouse Stations: The W'BC 
radio outlets — W'BZ and W BZA. Bos- 
ton: KVW'. Philadelphia: KDKA. 
Pittsburgh: W OW'O. Fort Wayne: and 
KEX. Portland — have for several sea- 
sons offered a series of plans to ad 
verlisers v\ho place a one-contract or-* 
der buv ing time on all or moA of the 
outlets. \ new "'combination ratet 
card i* currentiv in the wt)rks. Most 
recentlv. maximum di>counl on buv-t 
ing at least seven station break* week- 
lv on the five WBC stations has been 
20' f off. For 260 or more floating 
breaks aiitl or minute* per vear on all 
five station.*, the 20'*' grt)up discountj 
applies plus an additional 20' J more 
for up It) 1.000 breaks. Program di 
counts run up to 20', for buv ing all. 
five outlets. The new rate plan i* ex-*| 
petted to hold closelv to these dis-i 
ct)unt ft)rniulas. 

• GcorE^io Major Market Trio: TheSi 
three CBS Radio afTiliates— WAGA ' 
\llanta: W.MAZ. Macon: and W'TOC 
Savannah — have a discount dea 



^1 



98 



SPONSOR 



4 




>at noon... 





AM 
FM 



Aaaciate lelevisiorf Stalion WWJ-IV 
Bask NBC Affiliate 

AM-950 KILOCYCLES-5000 WATTS 
FM-CHANNEL 246-97.1 MEGACYCLES 

WORLD'S FIRST RADIO STATION 
Owned and Operated hy THE DETROIT NEWS 
Natlanal Represenlatives: The GEORGE P. HOLLINGBERY CO. 



Here's proof that better music can move 
merchandise in Detroit. Faye Elizabeth sells 
fortissimo as she presents the recorded melodies 
many radio listeners prefer but seldom hear. And 
she draws upon her own rich stage and theatrical 
background to add just the right harmony of 
apt comment. 

The applause is terrific. Ratings show that 
Faye Elizabeth is consistently tops in the town's 
noonday musical line-up. 

Strengthen your Detroit impact with this 
high note at noon, Monday through Friday. 
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(•unil)iiictl r;il<"« of tli<' ^latioiiv if titej 
liiiv iiU'iil liiiic" lnmi(»iiii(('iii('iit> 

ami |)i <ij:r;iiii> iii< lu<le(l I nii ;ill lliiec 

• (iixxl l/i/.s/V lirixiilcii.sli-i s : 'l lii* 
jirnti|i iif II "fKMul nm-^ic ' *l;tlioii>. 
xlMMih.-adt'd l.> \('« ^ork'v \\n\l{. 
Iia^ .1 ■■imrkafic"* ileal <if K)' < oiT (lie 
( (iriiliiiicj r;it('> if all II >lali(iii> arc 
u-rd; .">' , (liT if *i\ or more arc u-e<l. 
Tlic ( (iinhiiialioii rale applie-^ t(j liotli 
j)iij'iraiii> :mh1 anmiiriuciiienl pur- 
( lia-c». ! Ii<> packafie i* aimed partit u- 



larK al aiKcrti-cr* i sucli as HCA \ ic- 
t(iri who want lo reach tlie sj)cciali/ed 
iiui-ic aiidieiK i'- and lire firowiiig "hi- 
fi'' ranks. 

e //// Tiails \ctuorh: Mrcs>iti<i "air 
salesmen " rather than "air talent."' the 
([nartet (if A'lA r-tation^ W'lNO. Day- 
ton; WCOL. C(dund)us. Oliin; W IZE, 
infifield. and WCMl. Huntington — 
after -\n){ radio husiness aimed at 
the u|)|ier niidwe-t with a special pa<k- 
a<;e arronjiement. A 5'"t di-K-ouiit ofT 
(omliined rates '\- <;fTered if you liu\ 
an\ two of the^e -tations. Three <»r 



four Matitnis i|ualif\ an advertiser for 
a \W ( (li?.c(»unt. The \ TX figures its 
<-(nid)ined stations serve a coverage 
area representing S3';, hillion i^i huy- 
ing |Jo\\er. 

• I ppcr Miduesl Hroadcastiiig Co.-. 
I'or Minie lime, tlii^ grou|) has heeu 
(dlering a package >pot arrangement 
for ad\erti>er> \\i>liiiig to reach rural 
and hometown audieiu e^ in tlie \orth 
(Jentral state- like Minnesota, South 
Dakota. Michigan and Iowa. There 
are about 7.> stations ni the total 
grr»up. \dverti~ers who buv 10 or 
more oi the>e slatiori- (ecjuivalent 
time* can get dis<(iunt> on a sliding 
scale that goes all the wa\ to 50' b 
off for the niaxirnurn group. 

Other ^ale-« |)laii< — variations in onj? 
\va\ or another on the Blair plan or 
el>e "packages" of farm program>. 
news shows, tralllc bulletins, and >o 
on are rejjorted in the works at other 
rej) firms including Free & Peters. Kat/ 
\genc\. CHS Sj)ot Radio Sale> and 
NIC Spot Sales. 

"It's piLSsihle." >aid a Blair cxei u-. 
tive. "that in the near future \ou mav 
he able to cover the nation in sj)ot 
radio in a number of dilTerent plan> 
with no more than a half-dozen big 
contracts." * * * 

BRASSIERES ON AIR 

i Continued from j)age 37) 

nients for each cup. which makes ft 
Conform to every bust variation in 
each size. 

"The fir?t thing 1 thougiit of was the 
need for demonstration — and that 
meant television. But how to use tv ?"" 

The companv had tried to show it- 
bras on mov ing models on AliC T\ "s 
Be My Guest. That was in l)ecend>er 
19.S3. 

"We announced in advan<e that 
wed be on tv. " he said. "We didn t 
get an\ pre-)»roadcast protest from 
vicwer>. but a half hour before we 
were going on tlie air the network 
banned our di.-piav. Later we tried 
Du Mont, but that network also turned 
tluind>> dow n. " 

Accordinglv . he said, it wa? decided 
to trv brassiere connnercials on a sin- 
gle station without advance fanfare — 
just to te>t piddic reaction, 

1 U fl.V itreview: "Ethel Tlior>en lia? 
' a Sundav night fashion show oil 
' W'lMX. New York.*" Klingman said. 




TREMENDOUS COMBINATION 
ALWAYS PRODUCES SaL! 

KXLY-TV's wider coverage PLUS power- 
ful, point-of-sale merchandising at no 
additional cost, brings this statement 
from a very satisfied food broker: 

"For Jack & l)Can>,talk Canned Ueans, the cunihi- 
nalion ol vour "Kilclicn Kapcrs" program, yoiii 
"What's Cooking" program and yonr "Parade of 
I'jodiicts", ha^ residtecl, at the wholesale level, in 
the lollowing bgures: 

i We have sold 48?^ of an average years sup- 

ply on one variety 
52% on another variety 
33% on another variety 
41% on another variety 

If (' frcl thai thf '"Parade of I'rodiicis"' program 
idaycd a very importiint role in making every 
housenife conscious of the fact that Jack The 
/{'■anstalk licans iiere available at her grocery 
store."' 

signed . ANDREW SIMCHUK 



Simchuli Sales 



Food Brokers 



spoHnnE 





uinsHincion 



Rep.- nUERV-KnOOEl 
'mooreftlunil:seattle,portland 
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"She was iiiteresiterl not only in our 
new lira-O-Matif but also in our prob- 
lem with tv. She rleiiionstratetl the new 
Brassiere on 10 January and 7 Feb- 
ruary." 

To avoid suggestiveness while <leni- 
(instrating the features of the bras- 
sieres. Miss Thorsen nsed what are 
knowMi as "long-Hne" bras instead of 
the bandeaux style. The "long-line" 
brassiere conies to the w aist, while the 
more common bandeaux leave the 
midriff exposed. 

"The models demonstrated the Bra- 
0-Matic by twisting, turning and 
bending forward and backward — to 
show the brassiere's no slip, no sag. 
no squeeze features." Klingiiian re- 
called. "Six models were used, wear- 
ing both white and black cotton and 
nylon lace bra styles, together with 
flowing petticoats and half-slips. In 
the intervals while models changed. 
Miss Thorsen interviewed some of our 
executives, who demonstrated the 
push-button feature of the bra while 
holding it in their hands." 

Each of the two tests, said Kling- 
niarif drew more than 500 letters. Yet 



not one letter was critical. I liere was 
not one complaint of a breach of good 
taste. 

"The) all wanted to know where 
they couhl bu) the bra." KItngmaii 
added. 

When he saw how successful the 
WIMX test was. Arthur C. Fatt, exec- 
utive \ ice president of Grey Advertis- 
ing, Exquisite Form's agency, became 
interested in the pos'^ibilities of net- 
work television. Fatt inmiediately 
started working with Robert E. Heyji, 
Exquisite's vice president in charge of 
sales; Herbert Leeds, Excjuisite's ad- 
\ertising manager: W^illiam Spencer. 
Exquisite Form account executive at 
Gre) ; Garson Reiner, Exquisite 
Form's president; and Klingman. 

"By late February,'' Klingman said, 
"we were pretty sure that we would 
again tr\ to u:-e network television. 
And that marked the beginning of a 
six-month public relations program 
which paved the \\a) for the network 
show .' 

Tilt' biiifrfiip: The last of Februar) 
Exquisite Form issued a press release 



whi< h described (he tests on WIMX. A 
picture of one of the models wearing 
a bra.><siere while performing before a 
t\ camera was sent out with the re- 
lease. 

"At the end of the release," Kling- 
man said, "we hinted about our plans 
to use network tv. We said simply that 
a company executive 'predicted' that 
the suc<ess of the tests would enable 
the firm to use tv in a national cam- 
paign." 

In iMarch Exquisite Form was think- 
ing chiefly of using spot television for 
its campaign. But while still working 
out a variety of possible storyboards 
for spot commercials, the company 
bad the opportunity of optioning the 
half hour following the U. S. Steel 
Theatre on ABC TV. 

"This was in early summer," Kling- 
man said. "We decided to pick up the 
option — it looked like a helluva good 
time slot — and then we had two big 
problems : 

"One- — what kind of show we should 



sponsor. 

"Two — what kind 
\ve should use. ' 



of commercials 



MAIL -SURVEYS 
POPUUUUTY POUS 

''Uncle Tom'' Chase's Trail Time 
is First in the Omaha Area! 

3^3,628 Letters Poured into Trail Time 

(June 1, 1953-June 1, 1954) 

This tremendous mail pull is only one indication of Trail 
Time's popularity. 

LOOK AT THE RATINGS 

Trail Time 

Pulse — May 1 954 ^ ^ . 13.4 

Hooper— April 1 954 . ^......13 

American Research 

Bureau — Feb. 1954 ... , 16.1 



Other Sta. 
7,2 

9 



10.6 

READERS OF TV GUfDE RECENTLY VOTED TOM THE MOST POPULAR 
TV PERSONALITY fN THIS AREA. 

Trail Time can boost YOUR sales. Contact your Bfair TV man or 
WOW-TV safes manager, Fred Ebener. 




OMAHA • MAX. POV/ER • DUMONT • NBC-TV Aff . 
A MEREDITH STATION — BLAIR TV. Rep. 



Affilioled wilh "Beltei Homes & Gordens" ond "Successful Forming" Mogozines. 
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\ l>ia~-ieic i-ii'l like ;i jja< k£ij:e of 
ci^iiit'lli'^ women (loii l liin one <*\ \ 
week. \li»t wdiiicii l>u\ from fnur tu 
»i\ \(';irl\. l)ia>^iore> nmj;e in price 
from |c»-« llmii ii dollar to more lliaii 
>7(). ICxtjui^ite Form s rjinae from 
to SI 0.95. 

■'I ir>l of all, tliciK wo wanted to 
niaki" >ure wed jid a lot of impact. 
W (■ (1 lia\e to lie >iir(' tliat wed >;el our 
nioncv lia(k with l(Jt- of intere?!." 
Klin;:nian e\|)laino(l to SI'ONSOR. 

■■>(■< ond of all W(* wanted ail audi- 
erire parlicipalion >liow that we rould 
ii>e for heaw niercliandising tie-in^. 
We wanted a show lhal would hrinji 
women into ?lore^. that would open 
lip new at counts. ' 

W hile Gre\ Ad\ertr>ing wa> looking 
around for a show, the Su|)reme Court 
< lea l ed >/o/) /he i\his\c of any lottery 
iinplieations and tlie program was 
again placed up for sale. 

The program hioked ideal. It was 
an audience pai ticipation ?ho\v and 
p]\(iuisite Form could offer entry 
hianks in ils dealers' stores. To be 
eligihie for jackpot prizes, viewers 
would fdl out the hianks while in the 

HOOPER tells the KC story! 

Look at these figures of 
am- 12:00 n June. '54. 

Net A 25.8 

Ind A 16.0 

I Negro) 

KUDL 13.4 




Net B 
Net C 
Ind B 



10.8 
9.8 
8.8 



Net D 7.2 
In just one year KUDL 
proved the Independent 
Swing to top rating. Let 
your Forjoe nnan tell you 
the KUDL-Storyl And 
now Denver-too has the 
same facilities with its 
new KOSI. KOSI Is 
KUDL - programmed for 
top listening. BUY DEN- 
VER with KOSI on a real 
oacliage buyl 




NOW DENVER TOO! 

KOSI 'the cosy Spot" is on the 

air! Another great music and news sta- 
tion, the "only" all pop station in 
Greater Denver! 



^loie. I h<"\ w<jul(ln"t ha\e to hu\ an 
K\(|ui-ile Form Urassiere, hui they 
would at least he drawn to the stores 
>elling the garments. 

This represented a change from the 
pn xious handling of Slop the Music. 
In its old days on radio land the old 
radio format is continued in the CI5S 
Radio .show ) an\one with a teloplioiie 
stands a chance of winning since the 
telephone numher> are picked from all 
the phone books in the U.S. 

The lele\'ision version. howe\*er, is 
dilTerenl in that both studio and home 
audiences participate. The telephone 
numbers which are railed. howe\er. 
are limited to those who ha\e sent in 
the Fx(|uisite Form enlr\ hianks. 

5in< e starting its tv series, Fxquisile 
Form has distributed more than 24 
million entry blanks to dealers. 

First film t'f fttrlt [„ the meantime, 
while the agenc\- was in search of the 
right kind of commercial*. Fxquisite 
Form made its own film. It waj-n t 
designed as a commercial, but rather 
for show ing before women's clubs and 
o\er women's programs on tv stations. 
The fdni told women what kind of 
brassiere to wear with various kinds 
of dresses, showed them bow to as>eni- 
ble a ''brassiere wardrobe," how to 
launder a brassiere. 

Hra^siere^ were not shown on live 
models, but they were hehl on llie 
model s hand and shown on dummy 
forms. Only "commercial" in the 
three-minute film: As the model re- 
tires, the camera showed a doseup of 
a book l>ing on her bedstand. It was 
titled, //oir to Achieve Exquisite Form. 

■'Nearly e\ery television station in 
the country has run the film at least 
once on women s shows." Klingman 
said, '"and nob(»dy has objected to it 
for impropriety. We did get three let- 
ters from people who thought the 
clo>eup of the book title at the end 
made it too ( ommercial. liowe\er.' 

During the summer. Klingman 
dropped hints from time to time to 
magazine and newspaper columnists 
about the conipan\'s planned network 
tv comniert iais. "By the end of the 
suininer. we were getting a lot of ph<iiie 
< alls from (•obiiiiiii>t- asking for more 
details. I h<'\ printed e\ery thing \ve 
ga\e them. It wa- part of our "soften- 
ing up op<'rali(iii. preparing the pub- 
lit for the t ttinmen ials.'' 

Gre\ and l-"\(|uisile Form realized 
thev had a problem in presenting bras- 



sieres on Iv with the whole family 
sitting around tv and radio sets {Stop 
the Music had been signed for 67 ARC 
T\' ?lation^ and 12.S CBS Radio sta- 
tions ) . 

In addition, llie\ wanted to enipha> 
size the glamor of Exquisite Form 
brassieres rallier than the utilitarian 
aspe<-t which had be.en used in the 
film. 

fl4i!f<>( U* hrvnh Ihe ive: "\\V de- 
rided to Use a ballet sequence for the 
fir?t cominercial. to break the ice."' 
Klingman .said. "In ballet |)eople ac- 
ce|)t the ahbre\iated ballet costume; 
we'd use a brassiere and petticoat — 
which are similar to ballet costumes." 

While the commercial wa's being 
filmed, two re|)re,seiitati\ es from ABC 
T\ s continuit) a< <-eptance department 
-tood b\ . approving the ^ ript scene 
Ijy sc-ene. 

SPONSOR asked Grace Johnsen. direc- 
tor of coiitiiiuit\ acceptance for ARC 
TV. if it was common for network 
reprcsentati\ es to watch commercials 
being filnied. 

''It s not too common. ' she said. 
"Tut its done occasionally. It's usu- 
ally done with any product which is 
new to lele\ ision. or which might 
cause some trouble. 

Before a product is e\en accepted 
for advertising. .Miss John^en said, the 
network looks at the proposed storv' 
board and copy. 

"In the case of Fxqui^iJe Form." 
she said, "after seeing what was 
planned, we wanted to sit in while the 
commercial was being made. 

"This doesn't appK onb to fhf' 
gerie. .she added. "It might also be 
true of medical products." She said 
that a sponsor doesn t have to ask 
ABC for ad\ice: usualb the network 
anticipates his need and provides as- 
sistance in the case of delicate prod- 
ucts. 

It was felt that the best way to dem- 
onstrate the brassiere s features would 
he through animation. And so a sprite 
was emploNcd to point out, with a lit- 
tle wand, the selling points of the Itra 
(see pictures pages 36-.^7l. 

"R\ the end of the summer we were 
rea<l\ to make a public aiiiiounceinent 
about the commercials." Klingman 
said. "llowe\er. there were two schools 
of thought about the public annouiice- 
ment^. 

"One sehool held that diere should 
not be an ad\ance announcement at 
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.all- That school wanted to sneak the 
commercial on the air. 

"The second school held that we 
should prepare the way hy telling peo- 
ple just what was coming." 

Khngman, as the public relations 
head of the conipan), was in favor of 
the second method. He was supported 
h) Reiner and Leeds. 

"My philosophy is this," Klingman 
said. "Whenever you have the feeling 
that you might get into trouble, go on 
record with what you're going to do 
hefore you do it. Tell what you're 
doing to protect the sensibilities of 
viewers. Take a bold stand. This," 
he says, "is just routhie public rela- 
tions procedure." 

On 1 September, after dropping 
hints about the commercial all sum- 
mer, Grey Advertisijig and ABC TV 
held a press conference to preview the 
tommercial, an unusual step. 

Slocum Chapin. director of tv for 
ABC, and Al Hollander, vice presi- 
dent in charge of tv-radio at Grey, 
told reporters about the problem in- 
volved in telecasting brassiere commer- 
cials. They explained how the com- 
mercial was designed and then showed 
the commercial. The next day nearly 
every newspaper in the country car- 
ried stories and columns about the 
commercial. 

Protest letters: The next day Ex- 
quisite Form got five letters of protest 
from one large Midwestern city. The 
letters, all identical in content, were 
from a religious group. They urged 
that the commercial be banned. 

As a resuU of the five letters, the 
company did not go into the city from 
which the letters were received until 
last week. In the meantime the com- 
pany wrote to the protestants and 
pointed out that while it appreciated 
their interest, it thought they should 
isithhold objections to the commercial 
until they actually saw it. 

Since that time, the firm says it has 
received no more protests. 

Newspaper columnists were lavish 
in their praise of the commercial. They 
all agreed that it "wouldn't even of- 
fend Aunt Minnie." 

"A funny thing," said Klingman, 
"is that a few columnists criticized the 
show itself — but said they liked the 
commercials." 

The first commercial — it was filmed 
at a cost of $25,000— will be used for 
the next several telecasts. The com- 

18 OCTOBER 1954 




Sandwich your spots among the TOP 20 PULSE- 
rated programs on WBNS, and join the satisfied 
sponsors who savor flavorful profits from loyal 
WBNS listeners. The '^^piece de re'sistance" is a 
market of more Central Ohio listeners than all 
other local stations combined! 




CBS for CENTRAL OHIO 



WBNS 



ASK 

JOHN BLAIR 



radio 

COLUMBUS, OHIO 
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|)aii\ ni>\\ I- pK-pariiij: l<» film -t'*'- 
oikI and tliirti tomiin-n iaN, wil! \ui\c 
llK-rir mrtl\ 1»\ CliriMiiia^. 

M'ONsdK >a\N tirr initial Mor\lMiar(l 
fur llic "(t iiird « iiniiiK'K ial and walc licd 
with iirterc^t wliik" a iinrirlxT of ^owir^ 
were liciii-i fittfd uii a iur\ at ioii^ mod. 
<■). While ».|'0\S()l< |)lcd<;t'd it would 
kcrp tire coiitriit of tlic >ct oiid <'oiii- 
rnrn ial a >e<'rft. it can rrvral that the 



.alh-t 



■■0(|llflHl> 



not 



zoiri' 



to l)e 



u>^cd. that tlif >tia|»le>- Bra-0-Mati< 
will l>f (l(Miion>trat<>d (the Kloatiii}:- 
\< tioir 1)1 a. a iiiodcl with ^•lia|>.'«. \\a> 
iiM'd in tliefiol < oiiiiiiert ial I and that 
tluMi" will 1h' <■oIl^id(■^ahl\ more anima- 
tion and harder ""sell. 

Till' frr^t fomni(M< ial was prodw cd 
li\ Film Creations. Inc. The sc<'ond 
oric is hcing made h\ l)a\ id Hobhiirs 
I'rodnctioris. 

rhf radio ( ()mnier( iai has llip same 
■■pint ' as the tcle\ision fdm. A wom- 
an's \oice is heard; with an expres- 
sion of longiiifr. she is admirinj; a 
heautifni dress. But she mu.'^es to her- 
self, "W ill ni\ figure let me wear it? 
\t this point a se( ond \ oice is heard: 
■■K\(piisiie Korm will let \ou wear il 
K\(|uisite Form Floating Action 



MILKSTOXFS 

H>1I"«- >.«Ti<-s of propriiiii 
<• « II t i II II i t i <• - • «-iitill«'«i 
••Milfst«>ii«-s." fociisfs tlic 
> l> t> t I i »: 1> t on iiuportaiil 
o\«-iUs aiul problems «hirli 
^hal»^•«l llic Ami-riraii 

Nov« i>il»« r"^ rcUaso tea- 
Wirr- fiv*' rouli»l«l«- llalf- 

hmir »ho«^ r«-a«lv for ini- 

UKMliaK- iis« «iuooi1k 

wrillrii ««Tii>l» for a ^ari«"l> 

of >l»l'». 

''Milrslonrs" for 

PADEREWSK:— Pioniit Patriot and 

President Nov 6' 
MARINE CORPS DAY Nov lOl 
VETERANS DAY 'Nov 111 
THANKSGIVING We Gather To- 

Rether Nov 25' 
MARK TWAIN— Sjmuel Clcmeni 
Nov 30 1 

■•Mil, Ml-nr," ■• ni«il<iM'' l<" r'lm. 
lornl alafioin /<ir ,frlai\t 



BROADCAST MUSIC, INC. 

NfWYOftX • CHICASO • HOLLYWOOD 
TORONTO » MONTRf AL 



lira.' I lie cum ei -atioii continue^, with 
tlic seidiid \oice telling the woman 
ahout the hra's construction and its 
sales feature*. The commercial ends 
as the -ectjiid \oice makes a straight 
l)itcli; "See the F.\(|uisite F'orm Float- 
ing Action l»ra and other st\les for 
dn\t\in(' and rirriini^ near, from a dol- 
lar fift\ to ten ninet\-fi\e — at \our fa- 
\orite store- NOW !"' 

Leeds. K.\(|uisit'' Form's ad mana- 
ger, said that he l»elie\e* thiir is the 
first time a hrassiere manufac turer has 
managed to blend good hra«siere iner- 

< haiidisiiig displa\ and demonstration 
of the sale- features of hrassieres in 
the home, in the presence of the en- 
tire famiU. with good taste. 

"Fin sure %ou"ve seen aitresses. 
dancers and singers performing before 
tv cameras while wearing low-cut 
gowns.'' Leeds said. "iSome of these 
girls are permitted to be deliherateh 
suggestive. ^ et. in the past, we ha\en't 
been allowed to show a girl wearing a 
brassiere which conipleteh covers her 
bosom. 

Leeds told SPONSOH that there were 
3,33 brassiere manufacturers at latest 
count, but that 16 firm? do an esti- 
mated 43' r of the total business. Al- 
diough brassiere- account for only 
.").!' f of all apparel sales, bra adver- 
tising a(comits for of all apparel 
advertising. He said brassiere com- 
panies keep their sales figures under 
h)ck and kev but that Fxejuisite Form 
1- number one in the world, and prob- 
ably is number one in the L.S. Its 
closest c(»mpetitor is Maidenform. 

■'Adv erti-ing is \er\ important in 
tliis business. Exquisite Form Presi- 
dent Reiner said. "Brassieres are one 
of the few items of apparel sold on a 
brand-name basis. About ')3' r of all 
bras are sold under a brand name, 
lie said he founded Fx(piisite Form 

< lib 11 \eais ago. Now he owns 20 
plants in the I four in the British 
Isles. He had ju-t returned from open- 
ing two new plants in Britain when 
he s; o' e with si'oxsoK. Other big 
markets for his bras>ierc^ are Cuba. 
Mexico. \ enpzii(d:i. I'nerto Hico. Ni- 
II (Ki. Japan. 

s| oN^oi! talked with the tv ami ra- 
dio networks to get thr lat("st |)tdi( ies 
on a( ( eptaiu (■ of I ngerie and other 
ad\ ertt^iiig. While a few vear~ ago 
-nmc of the network- had Hat taboos 
agaln-t -iich a(l\«rti iiig. -ince -eeing 
the I xijni-itc 1' oriii I iimmiTi iaL- some 
ha\e clianued their mind-. Other- -aid 



lliey changed their "codes" a year or 
two ago, de< ided to accept products on 
a ca>e-by<'ase basis. | 

The networks said they follow ihel 
NAKIB code which doesn't, cite an\ ' 
pr(jduct; that should be positi\el\ 
banned. It inerely -tates that as a gen- 
eral rule only products which can be 
dis( ussed in a family living room 
should be ad\ertised. 

To learn if any other brassiere ami 
girdle firm- were planning Lo utilize 
the air wa\es. si'O.nsok talked with the 
ad\ertising depart meiil? of the large-t, 
10 c(jmpanies. Most of them said the\ 
planned to watch tv with interest, but 
tbat they contemplated no immediate^ 
t\ ad\ertisirig. Fle.\ecs. l"'la\ tex and 
.-aroiig all said they bad used tv f 
-onie extent but didn't contemplate 
adding tv or radio network promotioi 
at tbi- time, although Sarong is now 
u-ing W -\BC-T\, New \ ork. * * * 



666 COLD TABLETS 

(Continued jroni page 33) 

suflicient demand for the product,, thf 
local druggists place a'l order witl 
their wholesalers. 

Mohticello does not maintain a sale 
force or detail men as they are rallc( 
in that Imsiness. The firm relies or 
advertising to do the selling job fo 
it. Hence, Mrs. M. A. Cbristman. wh* 
has been Monticello s ad manager fo 
some 2.5 years, actually aho carrie 
responsibility for sales. 

1 hese sales have been climbin 
steadily with the use of radio, at 
rate of .5 to 10*^? a vear. despite ag 
gressive and strong national competi 
tioii in the cold reniedv field. Pn 
portionalely . MonticelloV ad budge 
ha- increased o\cr the past se\en year 
from some S200.000 in 1947 to abm 
the S.300.000 le\el this year. 

.\nd sales too have reflected the fc 
suits of persistant broadcast advertis 
ing in their steady climb. A small ris 
anmialK. and \et a stendv one in th 
past se\eii years: now at well over S 
million. 

Not that tbi- ( limb can be attributet 
to radio alone, nor e\en to sheer ad 
\ertising expenditures. Bather, it i 
<lue to nnder-tanding of the mark* 
that can be sold, and a choice of me? 
sage and media keyed to it. ^ goo< 
part of this total media picture is i 
local new -papers. Here, the drug fin 
<lri\es the message home \isnalK 
I here s relativeU little reliance iipw 
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how to tie up a market 



One way is to tie it up in colorful ribbon. Burlington Mills Corporation, 
located in the Prosperous Piedmont, manufactures enough ribbon each year to 
tie up all the major markets in the nation. 

But the realistic way to tie up the Prosperous Piedmont into one solid sales 
package is to use WFMY-TV. That way it stays tied! 

Since 1949, WFMY-TV has been the key salesman in this top TV market. 
Here in the Piedmont section of North Carolina and Virginia, agriculture, tex- 
tiles, furniture and other booming industries tie . . . into one package ... a 
2 billion dollar market for your product. WFMY-TV's coverage of 1,733,700 
potential TV viewers in this 3l-county gift-wrapped package means bigger sales 
and profits for you. 

To tie up greater sales in the South's Prosperous Piedmont, call your H-R-P 
man today for the story of the giant-size package marked WFMY-TV. 
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NOW IN OUR C/TH 

YEAR OF PROGRESS 






Basic Affiliate 



GREENSBORO. N. C. 

Repreienied by 

Harrington, Righter & Parsons, Inc. 
New York — Chicago — San Francisco 
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lIl•^t()ll (li^phn l>\ the Moiitici'llo 
Dnv (ak li\ tilt' time tlie consumer 
u;ilks into ;i ^torc, tlx* dcnKind for 666 
i!Ui-t In- linn in hl> mind. 

\i'\N-|ui|t< i>- arc ii-c(l lu niiil\.(' reco^i- 
iiitiiin \i-ii;il. Ilic nicr-sa^ti lluil lie 
lic.ir- \Nliili' (Mting hrenkfa^t ur re-ling 
;it noun. ( iiini'>« back to liini tlnriiig the 
cM-ninf: when lie looks at liis own local 
nc\s.-|>a|)< r. Monticcllo hu)? small 28- 
linc ads in tlie local daily and weekly 
pajMMS to in.-nre its radio pre->ell. It's 
tlic < (inibinati(jn lliat has boosted up 
the sales: 00' r for radio to do tlie 
|)ri ->cll; K)'^ in ne\vspaj)ers to in«ure 
tlie nitssage. 

In ea« li instance, with radio and 
new -papers alike, the drug firm harps 
on local media, who sj^eak the lan- 
guage of the market the product seeks 
to penetrate. 

"W'e fdl the need for identification 
with the local tastes by choosing local 
media rather than with a program of 
our own," Jim Roberts says. "The 
local station, and also the local news- 
paper, have already created confi- 
dence in them. We take advantage of 
the pre-established personality of these 
media, and use our budget for fre- 
quency impact instead." 



I Inf i> o It J? 7 Speclurular 



Tlii- pattern is a general one in the 
cold reined) field, and it is lo-iical in 
\ iew of the coiifidence-ba-ed produ< t 
that drug firms sell. In maii\ wa)-, a 
radio announcer who is selling a pro- 
l)rii'lar) takes the place of the local 
plnsician or the pliarmaci-t. It's im- 
j)ortaiit therefore, that not oiilv his 
in!'--age hut lii> -tatioii be ke\ed to 
llic local ta-te. 

Proprietary medicine firms have 
ri"<<)giii/ed this need, and ha\e there- 
fore generalK sta\ed with spot acher- 
ti-iiig. It isii t the brand onl\ that 
they sell against stilT competition in 
the field, but confidence in the very 
product that they push. This j)attern 
then applies not onl\ to cold remedies, 
but to cough syrups, linaments. diges' 
ti\e aids and headache j)owders too. 

But just as city living patterns ha\e 
been changing since the war with the 
move to suburbia, so have the distri- 
bution outlets of the rural products 
changed. T\\e bulk of iMonticello sales 
still stem from the rural area some 
70/f , in fact. But there too the habits 
have undergone a change. Many pro- 
prietaries that were found only on the 
drug store shelves less than a decade 
ago are .sold in supermarkets today. 
At the moment, supermarkets still ac- 
count for a small part of 666 sales, 
but penetration is increasing just the 
same. 

lliere, in the supermarkets, Mouti- 
cello is confronted once again with the 
battle for shelf space and the competi- 
tion of the giants in the field. The 
firm cannot spend huge sums for in- 
store displays. It relies virtually com- 
pletely on the direct sell to the con- 
sumer. And because of this factor, 
iMonticello stresses stations with broad 
mass coverage rather than relying only 
on special-programing adjacencies. 

I ''WTien people went only to the cor- 
ner drug store, wc were able to pin- 
point our special audience." Robert 

, says. "But today more people than 
ever shop in supermarkets. It's this 
massive audience we want to reach." 

Monticcllo Drug Co. first tested ra- 
dio in 1947, by splitting its best mar- 
kets geographically. In Texas, Arkan- 
sas and Louisiana the firm used radio 
annouiK enients principally. In the 
Southwest they sta\ed with the tradi- 
tional new>paj)er adverti-ing onlv. 
W ithin six niontiis the re-ults had be- 
<(ime apparent. The Southwest, wit-h 
rn<lin. had rlinibed fa-ter percentage- 
wi-e in sale- than the ncw^paper-oiilv 



areas had during same te>t period. 

Monticcllo, through its agency,] 
Charles \V. llojt, did not stop experi- 
menting there. They had seen the 
proof that radio reached into the amas 
w here ihe 666 customers were. The 
testing now was aimed at finding out 
the proi)er combination of air effort 
to make the sales climb. 

Toda\ this ])attern is hxral radio in 
the small markets, and in the metro- 
politan centers, a combination of the 
large-coverage station with ma^s ap- 
peal plus the -pecialized station reach- 
ing con-umers Monticcllo has alwa\' 
had. 

"In New York, for example, we"\e 
followed the farm bo>s and the South-, 
em town workers with adjacencies 
near the programs the\ still listen to." 
Roberts continued. The New York 
schedule today calls for announce- 
ments o^er three Xegro-programiug 
stations: W'WRL W'LIB, WWJR. 

Monticcllo Drug Co. has ne^er 
strayed too far from its oWii origin. 
Born in a Florida pharmacy some 50 
years ago, 666 cold remedy was origi' 
nally sold as an anti-malaria prescrip- 
tion because of its quinine contents^ 
later as a cold remedy, but for a long 
time principally in the South. Onh 
since World II. when masses moved 
into the large industrial centers of the 
Aorth, did the firm follow its cu^tonl- 
ers into cities like New York, Chicago 
and Los Angeles. The firm's primary 
aim is still to further penetrate its own 
home ground. 

The cold remedy itself began as a 
prescription by the late T. S. Roberts, 
who owned two drugstores in Monti- 
cello at the turn of the century. As 
was his custom with the medications 
he prescribed, he entered it in his pri- 
vate prescription book. The preceding 
number in the book was #665. Th 
cold remedy naturally bacame #666. 

As the popularity of the product 
spread from Monticcllo, T. S. Roberts 
sold his two drug stores, moved to 
Jackson\ille and began manufactur- 
ing. He began widening distribution 
through outdoor advertising, with 
small cardboard signs aimed at the 
farm population, and attached to 
"praclicalh- every pine tree in the 
South." As states began to tax this 
form of advertising in the earlv *30"s. 
Monticcllo switched to uew'spaj)ers to 
tell the 6^)6 story. World War I! re- 
.-trietions pul the finishing touches on 
that form of outdoor advertising. 
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SALES GO ^ 
OVER the TOP 

when your sales message 

goes to • • • 1 





MICHIGAN 



JACKSON 



OHIO 



INDIANA 



FORT WAYNE 




OW WKZO-TV (Cha/i/iel 3) has 100.000 walls of power — 
now has a new 1000-foot tower — now offers you 514,000 families 
within its grade B coverage area! 

So XOW more tlia/i ever, WKZO-TV can help you go over 
the top in Western Michigan! 

100,000 WATTS VIDEO • CHANNEL 3 • 1000' TOWER 



WKZO— KALAMAZOO 

WKZO-TV — GRAND RAPIDS-KALAMAZOO 

WJEF — GRAND RAPIDS 

WJEF-FM — GRAND RAPIDS-KALAMAZOO 

KOLN — LINCOLN, NEBRASKA 

KOLN-TV — LINCOLN. NEBRASKA 

Associated with 
WMBD — PEORIA. ILLINOIS 




I 

JlSdCTOBER 1954 



OFFICIAL BASIC CBS FOR WESTERN MICHIGAN 

Avery- ECnodel, Inc., Exclusive National F^ppresentatives 
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It was. in the 'M)'< too, thai vast 
swainj) ami> of tlu* South were cleared 
up thruii>rh hotli states and Federal 
hflj), and Monticello ^.tojijied stressinj; 
the anti-nialarial \irtuei of the 066 
fortnnhi. The firm had already found 
I hat it- (| uin ine eontents had |)roven 
(•lTe< ti\e in ciirinj! (olds, and that jieo- 
|jle had turned to it with such symp- 
tmiis >()on after World War 1. This 
fact had opened up the |)()ssihility of 
wider distrihution and all-Near adver- 
tising for them. It also gave an im- 
])etus to jVlontirello for cracking the 
\\ est Coast and .Northern nietroj)oli- 
tan renters. 

To(la\ Monticello Drug Co. nianu- 
fa< lures eight different prodncls. sev- 
eral size and form \ariations u])on 
666. including: 666 Malarial Prepa- 
ration at 49c: 666 Cold Preparation 
llicpiidi at 39c: 6()6 Cold Tablets 
( 12) at 2S<-: 666 Cough Syrup. ( 4-oz. I 
at Sye; 666 Salve, iV/^-oy-} at 35r: 
Rul)-,My-Tisni Antisjjetic (3-oz. I at r>9c. 

Some 80^"f of total sales still deri\e 
from the two sizes of liquid 666 Cold 
Preparation. Over 8'? of sales are in 
666 Malarial Preparation, which is 
promoted separately in special malaria 
areas during 13-week radio campaigns 



at the height of the malarial season. 
During the past 10 years, dose to an- 
other ](y/c has heeii coining from W>6 
Cold Tablets. The other products are 
not advertised. 

N'irtually 97)'/i of the total budget 
is devoted to promoting the ccjid 
remedy, and both the liquid and the 
tablet form are lumped together as 
de.s<ril»e.d in the sani|)le commercial 
al>o\ e. 

Monticello's expansion is anticipated 
not ill terms of products added to the 
medicinal line only, although experi- 
ments continue at the firm's Florida 
plant. 

"Wliat we want to do is to reach 
more of the same customers we al- 
read) have," Roberts told SPONSOR, 
"And we have found that spot radio 
can spearhead our effort there. ' * * * 



15% COMMISSIONS 

{Continued from r)age 30) 

tives have had vears of theatre, movie, 
radio and television experience, 
amounting in many cases to more show 
business training than the actual pror 
diicers assigned to the show." 

A measure of the importance the 
agencv attaches to control of a pro- 
gram package is the t) pe of agency su- 
pervisor assigned to the show. Erick- 
?oii recognized the problem when he 
said: "We can have the finest contracts 
ill the world, drawn by the keenest law- 
jers, giv ing us absolute control of our 
packages but this control will be noth- 
ing hut a piece of paper if the man we 
send to service our accounts does not 
have the stature for the job." 

This point of view v\as seconded bv 
packager John Gibbs. who addressed 
the same 4A's meeting. He said: 

"Control isn't a theorv , or a para- 
graph in a contract. Control is a man. 

"Take the question of keeping a 
sl'()vs sold, a problem tliat involves the 
interpretation of ratings, watching the 
audience trends, the cost per advertis- 
ing dollar — all those tethnicalities that 
attuallv are more than technicalities. 
These require something bev ond a 
statistic ian. , . . fbev innst be iiiter- 
|i'et("d. and. as wc all know in our 
I aimer and more reflective moments, 
tliev imi;t be taken with a grain of salt 
and a pound of human understanding. 
I'or this von need not a calculator or 
a slide-rule artist v on need a man." 

I.atei on in his speech. Gibbs said: 



"1 here's something weird about send- 
ing a SlOO-a-week boy to tell a S2,500 
man how to do his work. I here's waste 
ill there somewhere; either of the hun- 
dred dollars, or possibly the S2,500 — 
c'ependiiig on whcj wins." 

One big factor in the advertiser's 
cjuestioning of how much work the 
agenc-y does in show servicing is the 
role of the networks. The agencies 
themselves fear network program crea- 
tion tends U) freeze them out. Even hi 
the c-ase of packages created outside the 
networks. Hrickson pointed out, Inost 
of them are network controlled; that 
is. the shows cannot be moved to an- 
other network. This is because the 
packager, though he may want to deal 
clirectlv with the agencv , finds it easier 
t< do business if be works through the 
i-etvvorks. This wav the |jackager finds 
his v\av smoothed in getting a time slot, 
c an get ca|)ital to make a pilot film or 
kinescope and also benefits from the 
network sales staff working for him. 

One agency account executive, work- 
ing for a client who bought one of the 
big new shows, complained: "VlVre 
fighting the networks like hell to get 
some say in the program. Those net-' 
work bovs don t seem to want ua 
around. We even have trouble when 
it comes to commercials. You should 
see how thev were going to spot the 
commercials on one show. If v\e badn t, 
stepped in. they would have run two 
of them within tv\o-and-a-balf minutes 
(>f one another.'' 

A producer at ojie of the top tw-o 
networks agreed with the letter but not 
the spirit of the agencv man s com.- 
plaint. 

"Yes, it's true that producers of the 
big shows sometimes try and keep the 
agency out. But when you re putting 
on a book show what's the agency 
eoing to rcmtribute? A lot of these 
book slicjws are versions of Broadway 
shows. Once the agency and client 
o.k. the show, thev can't do much 
more. 1 liev can t rewrite it. Oh. the 
agencies hav e a v oice in some of the 
problems involved in putting the show 
oil. W e discuss things with them. But 
there's not much reason for them to 
be involved closelv in production." 

A man v\ith long experience in the 
|)rogram business cited another facet 
about agencv program servicing. 

"In the halcvon davs of radio." he 
said, "the agencies v\ere reallv <-rea- 
tive. Some of the top 15T hou<es to- 
clav were made bv the talent they built 
and the shows thev produced. There 



KWKW ES LA PREFERIDA 

De Los Latino-Americanos 
En Los Condados De Los Angeles 
y Orange 

— which means — 

KWKW is the choice 
of Latin-Americans in 
Los Angeles and Orange Counties 

A survey of 696 completed calls made in 
Spanish to Latin-American names chosen 
at random from Los Angeles and Orange 
Counly telephone directories showed the 
following 

1ST CHOICE IN STATION 
PREFERENCE 

KWKW 66 1/2% 

2ND STATION 7 1 '2% 

3RD STATION 7 % 

4TH STATION 3 2/3% 

5TH STATION 3 2 3% 

MEXICAN STATIONS 3 % 

KWKW 

Pasadena - Los Angeles 

Nbw York Representative 
RICHARD O'CONNELL. Inc. 
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Delivers a greater total audience and builds distribution for you faster 
than any other Atlantd television outlet . . . because WSB-TV is 
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CHANNEL 2- 1062-FT. TOWER — 100,000 WATTS 




Atlanta, Georgia 



Represented by Edw. Petry & Co. 

Affiliated with The Atlanta Journal and Constitution 
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iiia\ Im' ^n<«l icii^oii* for tilt* a<:eiK'ii?H 
Ivecjiiijf: auin frdiii jirojiiani packaji- 
111^ l(i(la\ Iml 1 lliiiik tliiil a lot of ad- 
\frti-<T~ tcftil td cumiiarc to<.lii\ - a^fii- 
• uitli \('~l('rila\ ^ aficiicii's. Souk." 
( licnU |iiii|ialil\ feel titat l(»(la\ ~ ajifii- 

( COlnC ()lf »<•< Otid \>i--\ III ICMIK of 

( rcatl\ <* w urk. 

'"How do 1 fi-cl alioiil to(la\'» a^cn- 
( t<'~';' Well. I'm j.'oiii<r lo -tiaddlp lliat 
olio, I lliiiik >oiiu' aji('ii< ii'» work damn 
liartl l<» earn llicii and ■•(jine 

don't." 

Main af^ciK ic* jjooli j)ooli coiii- 
jilainl> that tlic ni'lwork* art' tr\ing 
lo \)u>\i tliciM a~id('. \n a<:cii( \ >ujjcr- 
\ i.-or on OIK" of llio W ^peciacu- 

hir- lie \va~ iiitiinak'l\ in\ol\ed in 
(•\t'r\ ii>j)<'< l of llic «lio\\. from the oiig- 
inul idea lo the final tiros re- 

hearsal, lie >aid that if the a<:ency 
\va>n I permitted lo ha\c a stronc; \ oire 
III 1 realiiijr ihe show, it wouldn 1 liu\ it. 

lie was eehoed hy ihe radio-l\ ehicf 
at an important air afiene\ . Tin* ex- 
eiuli\e said. "It's damn wcW up to the 
ageiK ies lo make sure the\ ha\e a 
Noice in planning and pulling on a 
program. If lhe\ can t enforce their 
demands, tliex shouldn't he in network 




IN THE LAND OF 

MILK ANd1*ONEY 




INTERCONNECTED CBS, ABC, 
DUMONT, 55 COUNTIES 

Haydn R. Evani, G. Mgr. WEED-TV 



tv I ran l)clie\e that «oine agencies 
are lla^ill^ trouble in getting llicni- 
»(l\c» listened t(j. Ma\l)e the agent ) 
doe~ii'l tr\ too iuird. Ma\he it as- 
signed a ^(H-ond-rate or ine\perienc(?d 
-i |)er\i~or wlio hasn't earned the re- 
spect of tiie networks ])rodii(tioii peo- 
ple. I'm ju»t guessing, I don't know 
for sine. The iinj)oilaiit thing i~ that 
Ihe ageiicN is gelling |»aid lo walih 
oxer llie inleresis <A its tlienl and it 
' lioiild i\i> so. 

\d\erti*ers (jueried said amen lo the 
alio\e sentiments. The ad\ertising 
manager of a large tohacco comjjaiiy 
added that the client too ran some- 
time- he hiained for not making clear 
that it exjiecl- its interests to he 
waUlied o\er from beginning to end. 
lie said his eompanv insists the ageii< \ 
|)iits its finger into e\ er\ asjject of its 
tv j)rogram. 

W hile sponsors are aware in general 
that there is a good deal of work in- 
NoKed in superx ising package?, there 
i- still the insistent altitude that some 
nudti-inillion dollar video network 
shows don t require nearly the aiiiouiil 
(•f super\ ision to justify 15% commis- 
siiin on show costs. Howexer, there is 
no e\ idence thai sjioiisors are attack- 
ing the l.T'f conrejit itself. 

Listen to how one important ad\er- 
lisiiig manager puts it: "Our agenc\ 
f.>cts a ]r)'t conmiis-ion on a show that 
costs nearly S.i million a )car. That s 
holii time and talent. That means tlie\ 
get paid nearly tliree-quarters of a mil- 
lion dollars in commission. The show 
lia- heen running for some lime and 
while there are lots of headaches and 
midnight < oiiferences there aren I 
.s^T.iO.OOO worth. 

"iiut we re not complaining. We get 
il hack in other ^\a\ s. 

I his halancing of services 1>\ agen- 
cic- who handle network l\ show> is 
I'ot iiiicommon. The ageiK \- that han- 
dles a lot of s|)ol for its client some- 
times does so at a loss and the client, 
therefore, feels thai if the agenc\ is 
aide to get a lillle extra out of a tv 
m lwork show ( omim'ssion it deserves 
the in(»iie\ . 

Will-re sj>ol Inning cannot halance 
tl.c snjiposed "exce-s " profit garnered 
Li\ the ageii \. there are mnn\ other 
-pe< ial siTS ire- the agcncv can do. It 
(an iiiidcrw rill' the co-t of a consumer 
-iir\e\ that il might otherwise j)ass on 
l( the ( hent. It can forget about bill- 
ing the client for sotne special re-ean li 
-tiidi<-- iiiid< rtaken b\ its media de- 



partment or -ome outside firm. 

'ihi- method suits the agency's ac-J 
Counting procedures, sjnee in cost 
anal\-i- the ageiic\ usually breaks 
dfjwn ex]»en-es b) client rather thaji 
by medium. That is. agency cost ac- 
<((Uiiliiig tries to find out whether the 
agenc y makes inoiie\ on each client, 
rather than each inediuni. 

To find out whether a particular net- 
work s1i(jw is profitable is a compli- 
cated matter. For example, if a tv coi 
irercial i-s n-ed in IjoIIi network and 
spot, how would the cost he broken 
dow n ? 

It ( ould be worked out. of course 
but agencie- aren t too anxious lo pel 
into that kind of anahsis and fail t. 
see what would be gained if they die 
get the answer. If the servicing of ea< V 
medium should be -elf-supporting, i 
might mean tliat the commission m 
spot w ould. be one j)cnentage figur < 
and the commission on network an ^ 
other. If such a polic\ is carried t 
its logical extreme, the commission -\- 
tcm would probabK become undul 
complicated. 

Agencies ba\e their ow n ideas abou 
how profitable each medium is in gen 
eral. I he assistant treasurer of one > 
the top radio-tv agencies told SPONSOR 

"Here ? m\ oj>ini(»ii, for w hat it' 
worth. The national media are mor 
profitable for the agency to hand 
than local media. .Networks and na 
tional magazines are more profilabh 
than dailv newspapers and spot. Mag 
azines are damn profitable, networ 
t\ is prett\ profitable, so is networ 
radio. .Newspapers and spot are le- 
profitable than the others. You ca'' 
lose on local media and \ou can lo.= 
on such a medium as trade magazine- 
W'e receiitK placed an ad in an ii 
duslrial trade magazine and got a S3i- ■ 
connnission on it. 1 assure you ^^aB 
didn't make mone\ on that. But ih^F 
doesn t mean the answer i- lo rair 
the commission on trade magazine ad 
\erti-ing. We can make il up on 
>alur{!(n Erenirif: Post sj)read." 

\n agenc\ treasurer, also from on 
of the toj) radio-lv agencies, said 
"Sure network tv is profitable, i 
enough air time is involved, that i; 
But I'm n(it ashamed to record tha 
profit now. W e lost plenty on t\ in tb 
earK da\-. Its always that \va> wit 
a new nicdiuin. The agenc\ has t 
exjieriinent and staff the deparlmei 
with well-paid people. We don't get 
commission on that. The same thin 
i- bapjicning. iboiigh perhaps to a le^ 
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hat can you do 
with $296? 



For $296. yoii liave dozens of clioices. You could 

buy a new set of tires for your Hispano-Benz. Or take 
a modest flyer in some Uranium 
Stock. Or even send your better Iialf 
on a sliopping spree! 

But if you're interested in a real radio buy, 

just remember this: -// . n T\ V 

II WOAr, $296 will buy 13 quarter hours! 



WOAY, Oak Hill, is West Virginia's second most 
powerful station. 

WOAY covers 21 West Virginia counties. 

WOAY delivers a total Nielsen audience of 102,200 
radio homes — an average daily Nielsen audience 
of 51,320 radio homes! 

Write direct for full details. 

WOAY 

OAK HILL, WEST VIRGINIA 

Robert R. ThomaS/ Jr., Manager 
10,000 Watts AM-20,000 Watts FM 
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WEST VIRGINIA STATION COVERAGE DETAIL 



Radio 
Homes 
in Area 


NCS Area 


No. of 
Coun- 
ties 


DAYTIME 


4-Week Cum. 


Weekly 


Average Day 


NCS Circ. 


%* 


NCS Circ. 


%* jNCS Circ. 


%* 


20,370 


FAYETTE 


1 


18,490 


90 


18,220 


89 


10,150 


49 


18,190 


GREENBRIER 


3 


15,490 


35 


15,130 


83 


6,720 


36 


66,940 


KANAWHA 


1 


10,310 


15 


7,180 


10 


4,410 


06 


14,570 


LEWIS 


4 


3,110 


21 


2,280 


15 


1,680 


11 


18,260 


LOGAN 


1 


2,780 


15 


1,960 


10 


1,020 


05 


19,440 


MERCER 


1 


8,000 


41 


6,480 


33 


3,990 


20 


14,290 


NICHOLAS 


3 


11,450 


80 


11,080 


77 


6,620 


46 


23,930 


RALEIGH 


1 


20,220 


84 


19,610 


81 


8,540 


35 


12.290 


ROANE 


4 


2,720 


22 


1,990 


16 


1,460 


11 


16,750 


WYOMING 


2 


9,630 


57 


8.610 


51 


6,730 


40 


225,030 


10 TOTAL 


21 


102,200 




92,540 




51,320 





*=% of Radio Homes in Area 
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M'r cvti'iit. w itli color t\ . 

■'I'm' lit'iird of ;j cii-c* or two w licit" 
Ic^^ n'|)ul;il)l(' ajri'iit ii'i fon-idci luM- 
work t\ profitiililc ciioujili to f(Jro{:o 
iIm- roi[riiii->ion on iJiojiiaiii co-l^, 
tlioii^li. iiLit. of coiii'^e. on liiuc co-l*. 
I li('\ "rc liiiiij;i \ foi liujiiiu'"-;. iiunlie. 
lint I don't think tluit's Miiait at ull. 
It doesn't |(ro\(' to me that we're get- 
t iij; too ninth iiioncv when we }:et n 
I ()iiiiiiis>io)i (jii show costs. All it 
pnne* lliat llic asreiic^ that doe-n't 
I Ac the conniiission is just siiowinji 
iisclf lip as an crraiitl lio\. It can't he 
iiuikiiifz ciioii<!li iiioiie\ if it makes 
iiiu at all to (It) a joh for the <'lieiit. 
I hi'- a^ciK x is ah<licatiii<; its fnnction 
an as ad\crti>in'i counselor." 

The (|ncslion of whether ajiencles 
t arn their coiiniii>-ions on network tv 
projiram cov|v { onld well he answered 
In whether ajieiK ies are making more 
mone\ now than tlie) used to. riiis is 
mit eas\ to pin down. E\en if ail the 
fijinres on ageiic) profits were a\ail- 
ahlc which the\ are not — tompari- 
soiis are not cass to work out. The 
-aine am*iu ies must he compared. Their 
-i/e iiiu>t he taken into account and so 
iiiii>-t the I>c^cent;l^e of network t\ 
f.illin"^, 



KET V 

bay city television 
san diego, calif, 
news letter 

l)'ar Time Ihiycr: 

rile iiii:f;i'''t new- in lclr\i-iun 
i- ill ihi- >aii tcie|ini-e for 

\ii^;n-l. It -11 -|n clacuiarK lieiiinn- 
-'lal''- rdniniandiim |lo^i- 

li>ii liial nrlwork i-\cciilivi> niijiiit 
Well a-k lliem-rl\c- ilii- (|iie-tiun: 
"liiiw ran wf. a- nrlwiiik-. -iirce--- 
(iiIIn ciiiii|ielc afiain-l an iniifpni I- 
enl \'\ -lalii.n ■ 

Would \<>n like a weed lcli'\ i-i<>il 
lepii -I nialixe III call 

\ er\ 1 riiK \ <«iir-. 

Il 1,1 \N VI. k \ i Ml \ v 

(.ciieral \l.iiia"(T 



Fi{:urc'- fiathered h\ the l'V< indi- 
< ate that the over-all profit margin ha& 
liccii dtiwiiward for the past 20 \ears. 
Din ing the j)a>-t lO \ears there has not 
hceii \er\ iiiu« li change. Hie o\er-all 
profit figure lia>- settled down to less 
than l'/ of hillings or hetweeii G and 
7'f of gro>-> agencN income, iiow- 
e<:ei. the agencies point out that the 
pre-eiil o\er-all le\el of jjrofit has heeii 
licld uj) onl\ In tarefull\ watching 
( t)st-. 

One reason. ageii< ies sa\, that cost* 
ha\e lieeii pressing on |irofits is the 
ircrea>e in the iiuiiiher of services 
agencies now provide. While it is true 
th.at man) of these services involve 
extra fees from the athertiser. the cost 
of ageru) personnel to aiial\/.e and 
supcr\ ise these ser\ ices caiin<;t alwa\s 
he pa-'^'d on to the client. And these 
experts, add the agencies, often come 
higii-priced. 

One of the hest-iufornied men on the 
agencN profit picture pas.«e(l along this 
opinion to si'O.NSoa: "If anv big ageu- 
L\ is making more than I '"r profit on 
hillings, it should a»k itself if it is giv- 
ing enough ser\ ice to its clients." 

* ★ * 



ROUND-UP 

{Continued from pa fie 73 • 

Rt'ieily . . . 

So no one would gel lost. I'eter 
Krug. radio and t\ director of Calkins 
& Ilolden. had Gloria Fraser and Ger- 
trude Gilhoolev paint these footsteps 
on the sitlewalk (see helow I. The foot- 





prints lead from 217 I'ark \\ e. (home 
of l'\ll ;.iid sc\,>i;d other agenc ies I . 
where Kriig is ( liaiiniaii of thi> i)lood 
iloiioi program, to the Kno-e\elt Ho- 



tel where the Hed Cross blood donor 
dri\e recently took place. 

.Sjionsors and agencies who want to 
do research in color television have 
been iii\ ited to use Du Mont's color 
theatre in the network's Tele-Centre in 
New ^ ork. Ted Mergniann says agen- 
cies and sponsors can che< k their color 
films, trade mark.s and slides Lii ibe 
color theatre. 

» ir • 

Portions of Citizen VSA programs, 
produced by KYW. Philadelphia, are 
now being aired by the I . S. Informa- 
tion Agency Broadcasting Service's 
"\'oice of America Broadcasts."' The 
KVW program is a weekly 15-ni"inute 
re\ iew of business news and feature* 
iiiter\iews with business executi\es. 
• #. ♦ 

The latest co\ erage surve\ made b\ 
WNHC-TV. \ew II a\ en. was done w ith 
an airplane. The stations engineers 
completed the study in 20 flying hours 
o\er a fi\e-da\ period, whereas a 
ground inspection team after the same 
data would take three or four uiontlis. 
The engineers found that the station's 
signal pattern was a perfect circle. 
i I' lease lurri to page 119( 
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TV DICTIONARY 

( Conlinited fron\ page 43 i 

PEDESTAL (1) Least expensive t.vpe i 
of camera mount or dolly in general 
use at most stations. Does not have 
boom arm. (2) Indication of picture 
voltage on ' C. R. O." (oscilloscope) as- 
sociated with each tv camera chain. 

PENCIL TEST Photographing or film- 
ing rough drawings in animation to 
check the smoothness of the move- 
ment. 

PERFORATION Holes punched in the 
negative and positive film to let it pass 
over the sprockets of the camera and 
projector. These holes are used in the 
claw mechanism to pull the film down 
over the gate of the camera and pro- 
jector, picture by picture. 

PERSISTENCE OF VISION Ability of the 
eye to see something after it is gone. 
In tv it is this persistence of vision 
combined with the screen persistence 
(i.e.. the ability of the screen to stay 
lit for a second after the electron dot 
has gone) that make the figures more 
smooth. 

PERSPECTIVE (11 Audio: Relation of 
volume of speech-sound to the size of 
a speaker in tv picture (2> Video: The 
depth of the image. 



V ■ 
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-in the Detroit area! 




PESTS Unwanted tv fans or hangers- 
on who frequent studios for auto- 
graphs, jobs. 

PHASE (IN PHASE) (1) When the 
shutter of camera or projector is mov- 
ing in correct relationship to the inter- 
mittent movement of the film so that 
ji intercepts the light precisely when 
the film begins to move and allows the 
light to pass again precisely when the 
film reaches its next stationary posi- 
tion. (2) When the above is not the 
case, shutter and film are said to be 
out of phase. 

Phone coincidental Research 
technique used in radio and tv with 
phone calls to homes to determine the 
share, average, total audience and 
sponsor identification by Hooper, Tren- 
dex and Conlan. 

PHONEVISION Way of connecting a 
special signal over a telephone to allow 
you to receive first-run movies, other 
entertainment on your tv set on a fee 
basis. 

PHOTOFLOOD Light bulb which gives 
high intensity light as the filament is 
subjected to abnormal voltage. 

PHOTOGENIC or TELEGENIC Subject 
matter or talent which lends itself to 
the making of a good tv picture or 
photograph.. 

PHOTOTYPES Stylized appearance, as 
Victorian, Gay Nineties, English. 

PHYSICAL PUNCH Tv scenes or situa- 
tions dominated by forceful physical 
action. 

PHYSICAL TIME Actual minute length 
of a television production. 

PICKUP (1) Origination point of a 
telecast. (2) The quality of picture, 
-sound, lighting or acoustical values of 
a given sequence, action or talent in a 
tv show. (3) Electrical device or arm 
which picks up sound from a trans- 
scription. (4) To pick up action and 
sound by a television camera and mike 
and transmit them. 

PICK IT UP or PICK UP CUES (1) In- 
struction to talent, sound or music to 
respond more quickly when their cue 
comes. (2) To perform when a specific 
cue is given, perhaps by stage manager 
or cameraman. 

PICTURE The image telecast or ap- 
pearing on monitor. 

PICTURE GATE Opening in front of 
projector or camera lens across which 
the scene or film passes as it is ex- 
posed or telecast. 

PICTURE LINE STANDARD Number of 
horizontal lines scanned per second for 
each image or frame. Present U. S. 
television standard is 525 lines per 
image. 



M 

HERE'S WHO YOU SELL 

In the Detroit area, CKLW-TV 
with its 325,000 watt power 
penetrates a population grand 
total area of 5,295,700 in which 



85% of all families own TV sets. Of 
these 1,327,980 TV families CKLW-TV 
Channel 9 covers a total of 1,238,585. 



Adam Young . _ _ 

re;ev;.;on Corporciion CKLW fodio: 50,000 wafts at 800 KC. p^°J!^^'°" 

National Rep. 



DUMONT and CBC 

CKLW-TV 



Guordian BIdg., Detroit 
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PIERCED TV lettering cut through an 
opaque or solid surface, backed up with 
translucent material and illuminated 
from the rear. 

PILOT REEL A sample filmed produc- 
tion of a program series. 

PILOT PRINT Short strips a foot or 
two in length printed in color from the 
end of each shot. Due to the cost of 
color work, the dailies shot in color 
arc often supplied in black-and-white, 
but accompanied by color pilot prints 
or pilots. 

PIN To fi.x a particular meaning for 
the viewer. 

PINRAIL Beams at sides of the tv 
studio to which wooden or metal pins 
are attached and to which the lines 
from the flies or lights are tied. 

PIPE Slang for telephone. "Get me a 
pipe in here." 

P. L. Private telephone line to facili- 
tate more rapid camera setups and 
checking. 

PLANS BOARD A committee of an ad- 
vertising agency which is responsible 
for determining the general plans of 
advertising programs for its clients. 

PLANT To establish idea in the be- 
ginning of scene, situation or story to 
be referred to later. 
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COMPLETE BROADCASTING 
INSTITUTION IN 



l^ii finioncl 

WMBG 
WCOD 

WTVR 



-AM 



— fM 



-TV 



First Stations of Virginia 

WTVR Bl.l, TV Inc. 
WMBG Th. Boiling Co. 



PLASTIC (1> Plastic pieces: pieces of 
tv or stage scenery which are built in 
three-dimensional form to show and 
emphasize their quality of mass. (2) 
Plastic light: light which brings out 
the three-dimensional qualities of set, 
scenei-y or talent. 

PLATES Exposed film used for project- 
ing backgrounds in back projecting 
shots. 

PLATTER A recording or transcription 
frequently used as the audio portion 
of a silent film commercial. 

PLAY BACK (1) Reproduction of a 
soundtrack in studio during film shoot- 
ing to enable action or additional 
sound or both to be synchronized. (2) 
Playing a recording for audition or 
reference purposes immediately after 
it is made. 

PLAY OFF "Exit" music, background 
or otherwise used at end of comedy or 
dramatic scenes. 

PLAY ON Music used to bring tv per- 
formers onstage, usually when they are 
playing to live audience. 

PLAYING AREA Physical space in a 
studio occupied by set and talent in 
which scene is picked up by cameras. 

PLOPS Over-accented pronunciation 
of letters "B" and "P" resulting in dis- 
tortion of sound. 

> PLOT Planned action of what hap- 
pens in a tv or radio dramatic or situ- 
ation show. 

PLUG (1) Mention of a name, show 
or advertised product. ^2) Loosely 
speaking, the commercial. 

POCKET SHOT Picture to fill the gap 
between MCU and BCU. Usually cov- 
ers upward from the handkerchief 
pocket of a man. Extremely good for 
character searching effect of panning 
with action while he or she moves 
around set. It's possible to follow like 
this with a pocket shot, whereas ECU 
might bring difficulty in keeping sub- 
ject framed and MCU might lose the 
intimate effect. 

POINTED WIPE Optical where a wedge- 
shaped area of one picture moves into 
or out of the area of another picture. 

POINTILLAGE A painting technique 
whereby a plane surface is built up. 

POINT-OF-PURCHASE ADVERTISING 

Any form of display or product identi- 
fication employed for advertising pur- 
poses in the retail store where the 
product is sold. 

POP-IN Superimposing title card or 
product on separated frames of picture 
at specific intervals: an effect similar 
to electric signs going on and off 



PORTABLE UNIT Field tv equipment 
which can be installed where needed. 

POSITIVE (1) Film in which the tone 
value of the picture corresponds to 
that of actual scene which it repre- 
sents, the dark parts of the scene ap- 
pearing dark in picture, and light parts 
appearing light. (2) A projection print 
from negative film. 

POSITIVE APPEAL The setting up of 
an incentive to experience something 
pleasant. 

POST-SYNCHRONIZATION Recording 
and adding sound to a film or kine 
after it has been shot. 

POT Slang word for any volume-con- 
trol dial or fader; may be calibrated 
in decibels. 

PRACTICABLE Real. Actually to be 
used in opposition to something fake, 
or that which is installed for aesthetic 
purposes. 

PRACTICAL Constructed tv scenery 
that can be used in a normal way; as 
a door or window that may be opened 
and closed, 

PREEMPTION Recapture by the sta- 
tion or network of an advertiser's time 
in order to substitute a special pro- 
gram of universal value. For example, 
when the President speaks he pre- 
empts the show regularly scheduled at 
that time. 

PREFERRED POSITION Specific pro- 
grams or spot times on stations which 
are preferred to and may cost more 
than less desirable time spots. 

PRE-SCORE (1) To compose and or 
record music for a film before the pic- 
ture has been shot. (2) Recording any 
sound before tv film is shot. 

PRESERVATIVE Waxy substance to 
lengthen the life of film by protecting 
its face from scratches and from be- 
coming dry and brittle. Also called 
lacquer. 

PREVIEW (1> The show or program 
rehearsed before it is televised; also, 
a dress rehearsal or warmup session 
for studio audience. (2) To give a sam- 
ple of a tv show. 

PRIMARY BOYCOTT Action against 
employer with whom dispute exists, 
such as urging sponsors to leave struck^ 
station. 

PRIMARY COLORS Colors of red, green 
and blue because their additive mix- 
ture will reproduce most saturated col- 
ors. (See Special Color Section.) 
PRINT Positive copy of film from ord- 
inal film negative. The true picture. 

PRINTER Device for carrying out the 
process of printing. Film printers are 
classified as the following t>T)es: 

Contact printer For Contact printing. 
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Continuous Printer Device in which 
the printing and the film are moving 
continuously. 

Optical Printer Printer in which the 
printed image is transferred to the 
film to be printed via an optical sys- 
tem. This is used to produce optical 
effects since it allows modification of 
the original image. 

Step Printer Printer in which the 
modulating and modulated strips of 
film are moved intermittently frame- 
by-frame as in a camera. 



PROCESS 

film. 



To develop and fix exposed 



PROCESS PROJECTION A studio tech- 
nique where the actors, sets and props 
in front of the camera are combined 
with a background consisting of a 
translucent screen on which a picture 
(moving or still) is projected from be- 
hind. Also called back projection, back- 
ground projection and transparency 
process., 

PROCESS SHOT OR OPTICAL (1) Film 
combining real photography with pro- 
jected backgrounds, or model set or 
drawing. (2) Shot in which special 
process such as Dunning or Schufftan 
is used. Example: A scene is projected 
from slide or film on the rear of a 
translucent process screen while the 
camera picks up live action in front 
of the screen. For new tv process shots 
see Schufiftan and Vistascope. 

PRODUCER (1) Guiding figure in 
charge of all the work involved in the 
telecasting of a show, spot or film, and 
who bears the ultimate responsibility 
for its entertainment value and com- 
mercial success or failure. (2) Film 
producer: the top executive authority, 
or overseer, on a film production, 
whether he owns the show, is produc- 
ing it on order as an independent 
contractor or acts in that capacity for 
a network or syndicator. 

PRODUCT-USE STUDY A statistical 
measurement of the use of a tv spon- 
sor's products among viewers and non- 
viewers to his show. See Herb True's 
Tv-SI Study for Chicago, 1951. 

PRODUCTION Another generic term, 
usually referring to the building, or- 
ganizing and telecasting of a tv show, 

PRODUCTION FACILITIES or FAX All 

the physical and material requirements 
of a television program; including sce- 
nic design, construction and execution, 
painting, art work, wardrobe, makeup, 
properties, tilling and special effects, 
both visual and sound. 

PRODUCTION MANAGER Also called 
production director. Individual respon- 
sible for supervising and coordinating 
of efforts of various specialists, station 
and agency engaged in the creation of 
a show. 
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BIG GAME 

are moving down. 

There's STILL time 
to SELL Hunters 
IF 

You RADIO and 
TV your message 
in a 

1-2 sales punch 

,n WESTERN MONTANA 



GILL PERNA, ,»pi 




MISSOULA, MONTANA 



PRODUCTION TIME The time actually 
consumed in the telling of the story on 
the air in contrast with dramatic time 
which refers to the period of time the 
story covers. 

PROGRAM <1) Commercial program: 
one paid for by the advertiser. (2) Sus- 
taining program: one supported wholly 
by the network or station and offered 
gratuitously in the public service by 
the station or network. 

PROGRAM BALANCE Proper arrange- 
ment and effective planning of musical, 
dramatic, other elements in tv show. 

PROGRAM EFFECTIVENESS Degree to 
which a tv program meets viewing ex- 
pectations and achieves sales results 
anticipated by sponsor ► 

PROGRAM OPPOSITE Competing show 
telecast over another station at the 
same time and in the same area, 

PROGRESSION The series of actions 
after the exposition where the forces 
of conflict come together. 

PROJECTALL An opaque slide, usually 
3" X 4" for projectall machine. 

PROJECTION TYPE RECEIVER A tv re- 
ceiver using optical projection from a 
kinescope tube onto a large screen. 

PROJECTING To increase the volume 
of the voice so as to be more clearly 
heard at a distance. Talent off mike 
projects in order to be heard. 

PROJECTORS Used in tv for stills. 

Bo/op Takes cards or opaques (not 
transparent) only. Size of cards, also 
called Balop cards, usually 3" x 4" or 
6" X 8". 

Projectall Gray telop and multiscope 
usually take both opaque cards and 
transparencies or slides. Size of cards 
usually 3" x 4"; size of slides or trans- 
parencies 2 " X 2". Slides may be made 
on 35 mm film, on 3V4" x 4" glass or 
on film cards and come in double 
frame, meaning two 35 mm films on 
edge; and single frame, meaning one 
35 mm film on side. 

PROP PHRASES Phrases in dialogue 
with a high informational content for 
the viewer. 

PROP SET A set with details which 
suggest a complete environment, as op- 
posed to one which makes a literal 
presentation of the location. 

PROP TRUCK Portable cabinet in 
which smaller props, hand props and' 
or sound effects are wheeled to and 
from a studio. 

PROPERTY MANAGER Individual re- 
sponsible for obtaining, and who usu- 
ally looks after, the properties of a 
show, station, agcnc.v. 

( nivtiniiary vandnuvs next isstn') 



SPONSOR ASKS 

{Continued from jxige 63) 

1 think the answer is now a matte^r of 
record — the highly successful record 
of our largest nntioiial advertisers who 
prefer cu.-toiii huih musical cotniiicr- 
cials over puhlic domain tunes — 20 tp 




one: 



MEMORABLE MELODY A MUST 

hy Charles J. Ildsch, Jr., 
Hascli liailio & Tv I'roductioiiK, 
!Seic York 

1 don't know if 
making a singing 
conuTjercial hased 
upon a puhlit 
domain tune 
would he in 
'■poor taste." It 
might he in poor 
judgment, how- 
ever. 

The melody and the words must not 
only go together, hut also they must 
he easily rememhered. Then when the 
prospect is humming a tune to him- 
self, he will stop and ask, "What's 
that? N^Tiat am I humming?" He 
remem])er.s. '"Oh, yes, it's the Stall- 
more Six auto jingle. . . ." So that's 
the reason niemorahility is important. 

Now when some guy (someone with 
a small hudget, 1 mean) takes a pub- 
lic domain tune, he says, "Here's a 
memorable tune. I ll just have words 
written to fit the music. . . 

H he does that, hell save money. 
He ll only have to pay a lyricist. And 
it's pretty obvious that if it's a tune 
the puhlic knows, it is a memorable 
melody. 

There's just one drawback. Too of- 
ten, when hunnning the tune after the 
conmiercial has been on a few weeks, 
the public will not remember the new 
lyrics. They may think only of the 
original lyrics. 

But — sometimes a public domain 
melody will work. Sometimes it seems 
just right. For example: 

An advertising agency came t^o us: 
and wanted u* to create a singing or 
nms-ical connnercial for Westminster 
socks. 

After thinking about it for awhile;^ 
we decided that an ob\ ions commer- 
cial would utilize the tune played, by 
the We^tmin^t^'r Chimes. 

We suggested this to the agency, 
The agenc} was rather surprised at 
our selc<tion. "Oddlv enough," lh« 
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agency told us, "we just did a survey 
for Westminster socks. We asked peo- 
ple what they thought of when they 
heard the word 'Westminster'. Be- 
tween 87 and 88% of the respondents 
said they thought of the chimes." The 
jingle campaign was a big success. 

Many years ago there was an 
offer made to any composer. If any 
composer could create 16 bars of truly 
original music, he would receive a 
large prize. That offer still stands. No 
one has been able to write 16 bars of 
truly original music. That's because 
ttere are only so many combinations 
of notes. So what composers some- 
times do is simply draw from the best. 
They sometimes take four or five of 
one song, a few from another, and tie 
them all together. Now those com- 
binations must be melodically and log- 
ically tied together. The result — if it's 
done right — will be a memorable tune. 
It will sound original. But it will, in 
fact, be based upon public domain 
tunes. 

I don't recommend this procedure, 
I'an merely saying that I think it i5 
possible to base musical commercials 
on public domain material and still 
produce something that will be in good 
taste and sell the product. 

IT'S POOR BUSINESS, TOO 

hy Charles "Chuck" Goldstein 

President, Goldswan Productions, 
New York 

To my way of 
thinking it not 
only seems poor 
taste to use pub- 
lic domain tunes 
in musical com- 
mercials, but al- 
so it is poor bus- 
iness. The poor 
taste aspect of 
this rifling and pilfering of public 
domain tunes for commercial purposes 
is Janus-faced. Looking at it from one 
profile, it is poor taste to infringe on 
the nostalgia associated with many 
public domain tunes. On the other 
side, it sets up listener resentment to- 
wards those commercial users who seek 
to exploit the listener's emotions by 
using familiar tunes. 

This emotional resentment may 
reach such proportions frequently that 
loyal buyers of a product will turn 
from it to become its bitterset detrac- 
tor. Not only will they buy any prod- 




uct but that one product using their 
favorite tune, but also they will be- 
come most vociferous in expressing 
publicly their deep resentment against 
the .product using a favorite tune 
With great disdain they shred the rep- 
utation of the advertiser by pointing 
out his lack of originality so obvious- 
ly that he must resort to musical chi- 
canery to attract the attention of lis- 
teners. 

In a living room of product buyers 
— and all social gatherings in living 
rooms are product buyers — this type 
of criticism is death to a sale. Nor is 
it one-time death. It is a death that 
lingers frequently long after a sponsor 
has changed his public domain swan 
song for an original musical trade- 
mark. 

Perhaps, my oppositional view on 
the use of public domain tunes may 
strike some SPONSOR readers as to be 
"taken with a grain of salt" coming 
from Goldswan Productions, Inc., a 
firm that takes pride in its musical 
commercial originations. Naturally, 
you might say, as president he takes 
this stand because Goldswan has a 
financial stake in original musical com- 
mercials. But the truth is that public 
domain or original, the cost is the 
same. For not only must Goldswan's 
staff do research on the vast number 
of public domain tunes in order to 
suggest the tunes whose rhythms fit 
the product, but also to protect the 
sponsor's investment, Goldswan adapts 
the tunes to give the sponsor clear and 
distinctive identification. 

The basic point, however, of this 
whole question has not yet been 
touched upon to my knowledge and 
experience. And that is the original 
premise that gave birth to the musical 
commercial as a successful selling me- 
dium. Perhaps, you can recall the 
days when newspapers and trade pa- 
pers were ranked with polls that tab- 
ulated listener resentment to the 
"talked at" spoken announcements. 

To counteract this resentment, the 
"sugar-coated musical commercial bro- 
mide" was concocted. Certainly, it 
has proved not only more palatable to 
swallow than a "talking down" drone. 
But also it has proved more successful 
as a selling medium than any lure yet 
devised, despite its critics and its de- 
tractors. 

It is unfortunate that many sponsors 
and agencies seem to have lost sight 
of or forgotten this important fact. 



BIGgest TOWER 



ropmost POWf R 



n the Heart of America 



KMBC-TV, the BIG TOP 

station, dominates the Kansas 
City market as no other station 
can! Using full 316,000-watt 
power and 1,079-foot tower, 
Channel 9 covers thousands of 
additional TV homes. For cov- 
erage details and choice avail- 
abilities, see your Free & Peters 
Colonel. 

Note: full-power, 

tall-tower operation 

from Sept., J95}. 

FREE <t PETERS. INC. 
National Representatives 
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in the Heart of America 

KMBC — Radio, Kansas City, Missouri 
KFRM — Radio for the State of Kansas 



MEMO TO MEDIA 
BUYERS: 

WRBL Radio and WRBL-TV 
are the ONLY media in 
Columbus with "AREA IM- 
PACT"! 

The only means of delivering 
your clients' messages to 92% 
of ALL homes by radio and 
to 50% of ALL homes by tele- 
vision . . . and, at lowest cost- 
per-thousand. 

WRBL AREA is IMPOR- 
TANT in the Southeast! 

Population 636,000 

Families 150,000 

Radio Homes 138,000 

Car Radios 82,000 

TV Homes 74,000 

Retail Sales (000). .^360,500 
E.B. Income (000) ..^670,000 
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JOHN BLAIR I CO., Representatives 



ST.\n:\(KNT ItKiJIlRKO IIY TTIE ACT OF 
.M <H ST 21. 1913. AS .\MF..\]>K1) ItY THB 
ACTS <»r M Alien 3. 1933. AND Jt l,\ 2, 19-)6 
(Tl(l<> 39. I'nllnl Stairs Cixle. Sittlon 233) 

siiowiNT, Tin; t)\VNEai.<un', .manacemext, 

.VMI CmCT.U\TI()N OF 

SPOK.SOIl. puhllshcl bl-weekly at Balllmore. 
MinlanJ for October 1 1!154 

1. Tlie namos ami addresses of the publisher. 
ciIKor. managing edilof, and business managers 
aro: 

I'ul' IshiT anil Killior: N.jrman U Olbnn. Mama 
r<?ii('i-k. Netv York. 

IVlllorlBl Dirodor; Miles David. New York. X Y. 
tieneriil Manager Bernard IMatt. New York. X. Y. 

2 Tic mvner Is. SPONSOR rublloatlons Inc.. 
Nfvv Yi.rk. Nrw Voik- 

st.- kholdi-ra i^vnlne or holding 1 percent or more 
(>( total am<>ont uf .^tiM'k 

NiTTi'an It, (Moiin. Matiiariiteik. N. \ ; Klalne C. 
(.li-nn MHiiiun»iu-< k. N Y ; Hen .^IriMisi'. Baltl- 
re. Md . Uulh K. SIrouse. Baltimore, ifd. : 
U () Nilll. ("kvilan.I, tlliln. Ili-nry J Kauf- 

man. W blngloii. n O , I'acell nioora. New York. 
.N Y. , 1 aUliie II Pftpt>olr. New York. N. Y ; 
I.<I»ln I) I -ifT. Nurlli Iloll}-«ooi]. I.'allf : Henry 
J O.iur. rir-klyn. N V : Judgo ,M, S Kron- 
Iw'lm. W a Mr 4.' on. D C : Niprman Rood. Wash- 
I^^•tln. II I*. \ lelo Ixh.mUz. McUan. \'a : 
J >hn IMttUim Williams iisyton, Ohio; Jcromo 
Siki. \\'fi.iihlnKliHi. I> C ; Catherine K. Kc«;ti<. 
Itmthotni- N Y . \\ lllUm B Wolf. YVashlngUm. 
II r . ilan.ll sink-rr. Wa.hi.ni{lon. 11 C ; IWsr- 
itai I riaii. Nc" iork. \ i 

TTie knmvn b>jfiilh"dder . mnrt K(iKee.i, and 
iitlir -urli^ Iwliliti TO n I 1.1 or liilOliu; I pcffTnl 
•f m -re ut tiital ninoutit of bondfi. inortKages. oi* 
..Oiir - rlti.-a are Nii.NE 

I I'ariciiiihi i and 3 I' ludc. In nin uhers 
tin; t.vk(r^>Mrr. T ciurlty ti Idi r utip'-art u[>oo 
ilio !>-*§ n4 (hr mnipanr a* irustro or In any 
nilirr fti'luclary rcla^bio. te^r namt« of Oie prrson 
(.r rirtH»ratl<'n for wham ^jfh tru te** It artlng; 
■I' till* iilatrtnint In li«* t\^o parafratibii ^h*i^ 
tlir amanL'i full kni-ulisU^ au^i: bclttf tn thv 
Ir urn tanrn and <^DndUlof f uiuler which fct'nk- 
iiol Ur and •w-urlty li ildrn ^^th^ ilo n'li AiMifur 
u(»«*i Uip b'»-k« irf Ui« t'Hiipany m 'ru»t*-o , Ii<»M 
itiM-k aid •rourttir? In a 'apa liy oUicr than that 
(»( a li-ma (1 \f iiwTirr 

UemanI rlatt 
limine- « M<inatf«r 

SmwTi to and luhwrlbi^l brf'*e tJili Hth day 

S.'ptj-mhtr. IBM 
.SK.Vl- I>a/ik E. Marra 

(My oocnml ilnn riidrpi March 30, I9.'i6 ) 



Music pro\c(l to lie Hic open ;>ebaine 
for llie siiles inessiijie. And music — 
loiifz known to soollic llic «a\ age breast 

will tonliiiue to lie the open se«anie 
if llic industry exen ises originality, 
fiitertaiiis, and al)o\e all uses good 
tiisto. The<e nre tlic three iiigredi- 
eiils of a musical coiiimen ial that 
guarantee a maximum of iiicmoraliil- 
itv wliicli leads to iinreascd sales. 

Ft s true that a puhlic domain tune 
does have inemorahility, but for llie 
tunc used and not for the product 
lieing .sung about. To illustrate: If one 
were to use 'M.oiidoii iSridge I? Fall- 
ing Down," the natural reaction would 
i)c for peojile to sing the 1\ rics of 
"London Bridge." rather than to asso- 
ciate the tune with "\ ' bread, or 
"Y" car. 

Furthernioie, a public domain tune 
belongs to e\er\one and se\eral spon- 
sors will use it and for as many dif- 
ferent products. In short, it doesn t 
and cannot belong to aii\ one sjiecific 
product. For example, recently a 
coa>t-to-coasl show using multiple 
sponsorship bad two difleient spon- 
sors using ''Skip To .My Lou" on the 
same program. Fortunately, both agen- 
cies and sponsors learned of this du- 
plication before air time, thus a\oid- 
ing an embarrassing situation, to sav 
the least. 

I'crhaps, it seems redundant to point 
out that sponsors who buy musical 
comnieicials usually ha\ e a fairly 
large spot budget; ycH the least part 
of any budget is the cost of the musi- 
cal commercial that is to influence peo- 
ple and to increase sales. It seems 
rather short-sighted for a sponsor to 
spend hundreds of thousands of dol- 
lars to advertise a public domain tune 
that a laundr\ in North Carolina, a 
department store in Texas, a brewery 
ill -Michigan and a detergent in Cali- 
fornia are using at the same time that 
he is trying to sell his mild maple pipe 
tobacco nationally. This is by no 
means an exceptional occurrence. Both 
large regional and national spot users 
ha\e experienced this loss of product 
identification throiigb the o\ erlapping 
use on all le\els of public domain 
liines. 

Bnt the tpiestion posed by sponsor 
was. "Is it poor taste?" Thoiigb we 
may not all agree as sponsors. agenc\ - 
men or i>rigiiiators of radio and tele- 
\ ision musical ctmimercials on this 
siibjfKt. we c;in agree, 1 think, a* con- 
snnicrs. .\s ctinsiimers. yvc expect a 



film, a drama, a coined), or a plav to' 
entertain us. If any of these media 
flagrantly and ob\ iously play on our 
emotions, our nostalgias or our lo\al 
ties for the sake of a tear, a laugh or 
a sale, we not only consider it poor 
taste but we bridle with resentment. 
^ et there are wa) s and there are nays 
to do all these tilings. And the leays 
that usualh succeed are those with a 
touch of snbtlet). The .<iame is true o( 
the use of public domain tunes in itiui 
?ical comiiierciaK. 

NEW SONG GOOD BUSINESS 
hy Itohprt Sniidp 
I'rcsidrnt. Sonf; Ads. Ilttllynood 

S"\\ ho's to sa\ 
w hat's bad taste? 
Pope coined a 
neat one : "Talk 
what yon will o( 
taste, \ou wilt 
find tw o of a fa'-t 
as soon as tw o ol 
a mind." 
Sure, we agree 
that putting a woof-woof, arf-arf b ri« 
for Doctor Uabies Dog Food over tht 
melody of Mohr-Gruber"? "Sileul 
Night. Holy Night" should be de 
plored. Song Ads promises ne\er t< 
do it. In fact, here at Song Ads w» 
consider the use of public domaii 
times solely from the practical stand 
point: Are the) good for our clients? 
We sa) the) aren't, except when )Ol 
come across those one-in-a-millioi 
"naturals" such as "In My Merr\ 
Oldsmobile." An easily recognizet 
public domain tune like, sa) , "Jinglt 
Bells" or "Turke) in the Straw" has f 
revolthig habit of conjuring up in tht 
listener s mind memories of the origi 
nal 1\ rics. If he is thinking of thosi 
lyrics, be can t be j)a)ing much attep^ 
tion to the advertiser s message. Or 
[lerhaps he is tr)ing to remembel 
"where did I hear that tune before'|| 
while the c-onimen ial copy is bounciiif*! 
olT his eardrums. 



rood. 



No ^ 

This reflexive tendence of the mem 
aiithenticatecl in sireat detail b\ 



LOUISE FLETCHER 
SELLS THE 

NEGRO 

HOUSEWIFE 

VIA 

WSOK 

NASHVILLE. TENN. 
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Professor Eric Von Hefiliiig in his not- 
able clinical study, "Associative Quo- 
tients of KenienihereH Melodical and 
Lyrical Stimuli" as reported in the 
iVeiv York Journal of Psychology (j\Iay 
1948, pp. 47-58). When we at Song 
Ads create a radio or television jingle, 
we want the listener-viewer's mind to 
be concerned exclusi\'el> — and pleas- 
antly — with our client's message. 

Anything — conscious or subcon- 
scious — that interferes with the com- 
mercial's impression is, in our judg- 
ment, not good. 

An original song is good business. 

It creates a musical trademark that 
as as personal to the product as the 
product's own logo, and when it is 
heard, it has only one identity and 
no conflictions in the listener's mind — 
conflictions such as arise with various 
public domain tunes that are used for 
many different products by advertisers 
in one market. 

Consider this bizarre shuation. The 
public domain song, "Annie Laurie," 
was representing seven products simul- 
taneously in one Southwestern city a 
short time ago — it was not successful 
for any of them. Song Ads specializes 
in creating an original melodic trade- 
mark for each of it's clients that will 
have immediate identification by the 
melody alone. 

There are very few listeners — we 
have found — who cannot sing at least 
the first four measures of the Paper- 
Mate Pen song. The melody identifies 
the product immediately and sulx'on- 
sciously in the listener's mind and 
makes him conscious of the advertis- 
er's message in a pleasant way. In oth- 
er wOrds, "The Melody Lingers On" 
for the product if it is a Song Ads 
originaL 

Summing up, we feel that the use 
of public domain tunes for jingles may 
be bad taste. 

We know that their use is not good 
business. 



following the Blue Ribbon Bouts. The 
G. H. I^. Cigar Co., makers of El Pro- 
ducto cigars, is sj)onsoring these Wed- 
nesday, 9:45 p.m. stanzas. In photo 
(1. to r.) Davey; Cayle Crubb, WJBK- 
TV v.p. &- managing director; El Pro- 
ductor executives Harry Stamm and 
Clarence Zimmerman. 



Hudson Pulp and Paper Corp.'s 
year-long saturation announcement 
drive on WRCA and WHCA-TV, xNew 



ROUND-UP 

{Continued from page 73) 

Former welterweight contender 
Chuck Davey has traded his boxing 
gloves for a microphone — the mike at 
WJBK-TV, Detroit, to be specific. As 
of 14 July, he launched a 15-minute 
I boxing news program. Chuck Davey's 
Corner, on that station, immediately 



York, will be supported by ^vhat the 
stations call the "most intensive point- 
of-sale promotion ever put behind a 
product in New York." Almost 10,- 
000 week-long mass displays of Hud- 
son products have been arranged by 
WNBC-WNBT to tie in with air drive. 
Over 2,000 food stores are included in 
the plan. The stations will also distrib- 
ute samples of Hudson products to 
25,000 women attending club lunch- 
eons in the New York area during the 
year 19.54-1955. ★ ★ ★ 




Windy, the popular spirit of television in Central 
Kansas, is celebrating the continued success of the 
state's arst TV station! KTVH pioneered the field 
for 230,140 homes and continues to serve them 
best with programs of local and network origin. 



VHF 
240,000 
WAm 



KTVH 

WICHITA -HUTCHINSON 



CBS BASIC - DUMONT 

Represented Nalionally by H-R Representatives, Inc. 



CHANNEL 



12 



KTVH, pioneer station in rich Central Kansas serves more than 14 important 
communities besides Wichita. Studios and sales offices are located in \Vichita 
(Hotel Lassen) and Hutchinson. Howard O. Peterson, General Manager, 
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Billion Dollar 
FARM MARKET 
best reached 



by 



KSOO 



99.53% of farm homes 
have radios! 



MARKET 
FACT 
NO. 3 



One of world's richest 
farming areas. Land 
is fertile — productive. 
Average farm income 
$10,660 . . . over 
greater than U.S. average. KSOO 
delivers saturation coverage of this 
Sioux Empire having $1,311,209,- 
500 gross income in 1953. 
That's buying power! — best reached 



by KSOO. 

The Dakotas' 
Most Powerful 
Radio Station! 



KSl: 




SOUTH DAKOTA 

SIOUX fAUS*:!^ 



MINN. 




IOWA 



KSOO 

Sioux Falls, S. D. 

Nationally Clear Channel 1140 KC 
AHC Radio Affiliate 

10,000 WATTS DAYTIME 
5,000 WATTS NIGHTTIME 

Repreiented Notionotfy by Av«ry-Kn«<Jel. Inc. 







F. fiCMiii(>(li Itc'ini. president of the liiow 
Co., on 1 January will become an associate of the 
agency, uhich then uill be called Riow, Beirn & 
Toigo. John Toigo, vice president ol /How, is the 
other new associate. Beirn is a Kansas City native, 
graduated from Yale (class of '32 J, entered 
the advertising field two years later, lie was 
associated with Dancer-Fitzgerald-Sample, Grant 
Advertising and Pedler & Ryan. In 191S Beirn 
joined Biow as a v. p., within a year he became 
executive v.p. He was elected president in .1953, 



Frt'd .tittytay II. president of the .Maytag Co., 
\ewton, Imva, delivered his firm's first com- 
mercial during ABC Tl 's first telecast of the !^C.4A 
football game (between Oklahoma and California t . 
In a lotv-pressure, institutional type of commercial, 
Maytag told viewers his firm was a family insti- 
tution. He described hoiv his grandfather founded 
the company. Today, he said, the firm sells more 
washers than any other company. This is .Vaytag's 
first major tv promotion; last year the company 
spent about $323,000 in magazines and newspapers. 



Kdtftir C. I'ierfo has been named director 
of radio and television operations of Geoffrey (f ade 
Advertising, Hollywood, lie takes over the duties 
of Forrest Owen Jr., who recently teas promoted 
to manager of Wade's Mew York office. Pierce has 
been Owen's assistant. He has directed the Curt 
.Massey Show and other programs since joining 
the agency in 1951. lie's both a singer and 
an actor, has appeared many times in light 
opera and musical comedy at the Hollywood Boict 
and Greek Theatre in Los Angeles. 



Lawrence U i.v.vcrt copy execuHie, is one of 
three new vice presidents of Storm S: Klein Inc. 
The other two are George Balterman, account execu- 
tive, and Frederick If'idlicka, art director. (Tisser 
oversees all radio and tv copy. One of his biggest 
jobs now: Commercials for Tint ex (dyes), (Tinx 
(eve cosmetics) and Park iC- Til ford (perfumes, 
cosmetics). Relatively few years ago the three 
accounts used newspapers, but they slou-ly shifted 
into air use until now all three put nearly lOO'^c 
of their budgets into network tv and spot radio. 
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ON THE 
AIR WITH 
100,000 
WATTS 

KLTV the only 
VHF channel 
between Dallas 



& Shreveport 




JOHN E. PEARSON 
COMPANY 

RADIO AXD TELEriSIOX 
STATION 
EEPRESEXTA TI VES 



JEPCO knows how thi> wind blows 



Toraisfi 

275 Mi. 




^70 msm 

200 Mi. 



50 MILES 
14 Counties 

F«pulafion ...402,550 



Homes ......121,418 



67 MILES 
24 Counties 



154,935 



Retoil Sales $378,675,000 $450,121,000 



(Source— Consumer Markets 1954) 
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NBC 
ABC 



'Centered Around TYLER-LONGVIEW 
EAST TEXAS' fast growing 
INDUSTRIAL AREA 

LUCILLE LANSING-Owner 
niAfcSHALL H. PENGRA-General Manager 



NEW YORK . CHICAGO . MINNEAPOLIS • DALLAS • LOS ANGELES • SAN FRANCISCO 



SPONSOR 

SPEAKS- 



Network radio dying? 

Network nidio Iwis just o\(M' a )ear 
to -aid a report piiblislicd in The 

lUllhoortI a moiitli ago. It was based 
on an anonyiuoiis ageiic) 's. stud\ for 
its cxfHUlives and tlieirts. L'p till si'ON- 
sou"- pres-tinie no one froni liic radio 
networks had ^tejtped forward to is- 
sue a rebuttal. 

Mark I wain oii< e (juipped that re- 
ports of iiis deatii iiad lieen greatly ex- 
aggerated. But at lea?t in their public 
utterances the networks ha\e not de- 
nied their own advance obituary. 
I'crhaps no one want* to dignify the 
prediction with a (lire< t answer. But 
network radio - |)resent 12.')-|)lus < li- 
enls deserve some assurance that the 
medium they are still buying today 
has more than 12 months to go before 
it disappears. 

W'e think the networks have grounds 



f<ir ])ro\idtiig the a«surance. Some of 
the rea-oniiig on whi( li the anon\ rnous 
ageiK \ ha-c* its ])iedi< tion seems open 
to (]ue-tion. 

A glance at network radio's rosier 
of day time clients siKtws that there are 
few wide ojjen spates tsee si'O.N.soit'- 
C()m])aragraph. -I ()(tol)er). Vre tlu; 
networks going to spill all this business 
clown the drain 12 months from now? 

If the) tlon't intend to. they should 
pro\i(le clients with some strong in- 
dication^ that the quick death jjiedic- 
tiotr is unfounded. 

Vn \HC Radio afhliates comnuttee 
is working on a siud\ of network op- 
eration, attempting to evaluate vhat 
( liangcs may be Me<essar\ . This com- 
mittee can t rep(»rt too soon if the air 
is to be cleared. All of the networks 
should be working to make clear what 
changes if an\ they are planning. 

The motion picture business today 
i- mo\ing successfully through its bout 
with television. It has found wa\s to 
operate and prosper side by side with 
tv. We don't know on what basis net- 
work radio will continue to o[)erale. 
But even its existence on a conserva- 
tive scale is endangered when clients 
are allowed to lose faith that the me- 
dium will continue past 1955 or earlv 
1956. 

Since network radio is synonymous 
with radio as a whole in the minds of 
too mairy sponsors, some will misin- 
ter|»ret the agency j)rediction as mean- 
ing the end for all radio in 1955. 
\othing could be less likely< 



Collier's and ratings 

The <-urrent lead article in Collier's 
attacking tv's ratings needs to he put , 
into pcrs])ecti\e for Collier's reailers If 
who are also admen. Collier's savs 
si'oNsoit "\(jiced suspicion regarding 
rcdations between some rating ser\ i( cs 
and certain (jf their customers." But 
Collier's is in error. It read something 
into a statement whic h was not there. 

One paragraph in a lengthy si'ONsOR. ^ 
article said cu-tomers pressure rating f 
■^er\ ice- in the desire for high ratings 
(2J! Decend.er 195:1 page 35 I . It did 
riol state that the relationship between 
some of the customers and the rating 
ser\ i< es wa- therefore suspect. Rather 
the point was made that the pressure 
"|)Uts a premium on higher ratings 
rather than accuracy." There was no 
implication that the ratings are leas 
accurate for one client than another. 

For o\er fi\e year? si'O.nsor has 
been campaigning to point out rating i 
shortcomings — and the shortcomings 
of those who misuse them, llajjpily. 
over the \ears rating seiA'ico have' 
shown willingness to improve. 

Had Collier's consulted us ue might] 
have added: (1) all forms of rating i 
research have a useful function if proj)- 
eriy used: (2) al! forms of rating re^ 
search, including those used to mea- 
sure readership of ads in Colliers. 
have their drawbacks (as sponsor | 
pointed out in its All Media Evalua- 
tion Study ). \dmen should not be left I 
with the impression that it*.- onlv in iv 
that ratings are less than ideal. 



Applause 



Pisl's and calories 



I'i(d's beer and its a";encv. Kenv 



on 



I,(khardt. de-eive a toa>t from their 
fellow brewers for a I'ei-ent copv 
( bange. I'i -I'- connnercials. vvhi( h for 
a long time -tre--ed that l'ier> con- 
tained "les* non-fermented sugar." 
now state that all beer- are alike in 
the mnid>er of c;dorie- thev <-ontain. 

I'lcl's had never said in -n manv 
Words that it- leer was le— fattening, 
but the implication had been there. 
Now I'iel's. while retaining it- "le-s 
N.F.S. theme, manages to use it as a 
taste advantage onlv. 

It take> courage to reverse vour 
field, particularlv when it s in public. 
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How manv j)olitical figures, for exam- 
|)Ie. have ever stood up and openlv 
modified a previously established po- 
litical claim? 

llo|)efull^v other brewers whose ad- 
vertising is based on the self-destruc- 
tive contention that their beer is less 
fattening will follow the I'iel's lead. 
\n arresting appeal to the figure con- 
s( iousiiess of todav'y consumer mav 
|)av o(T momentarily, but over the long 
haul it - the industrv which will end 
lip with a shrinking waistline. 

\ percent of estahli>he(l hwr drink- 
ers mav turn to voiir beer because \ou 
convince them it's les- fattening. Rut 
what per( eiit of present beer drinkers 
are weaned awav from all bievv be- 



cause \ou plant the idea that it's a' 
"fattening " beverage? And what per- 
cent of women and younger consum- 
ers will never try beer because of all 
the talk about calories? 

Piel's adroit withdrawal from any 
conne<tion with diet claims will be all 
the more constructive for the Itrewing 
industry if it starts a wholesale exo-' 
dus from the calorie circus. Todav you 
have some beers being sold on cal-^ 
ories: some being sold along tradition- 
al lines: others being sold by a proc-_ 
ess of lam|)ooiiing diet claims. E\ery4 
one would be belter off if the whole 
matter of calories were completely re- 
moved from its destructive associatiol 
with the jJToduct. A 
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BOSTON 
CHANNEL 7 

316,000 WATTS 

WNAC 

BOSTON : LAWRENCE 

50,000 WAHS 

P/us 28 YANKEE NETWORK 
HOME TOWN RADIO STATIONS 



As/c fhe Man from 

H-R REPRESENTATIVES, INC. 



The Yankee Network 

DIVISION OF GENERAL TELERADIO, INC. 
21 BROOKLINE AVENUE, BOSTON 15, MASS. 



